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Chapter One: Study Overview  
 
1.1 Background   
 
Gambling is recognised as an activity that can cause significant health and social 
harms for individuals, families and communities [Korman et al., 2008; Dowling et 
al., 2015; Dowling et al., 2016; Thomas & Thomas, 2015; Browne et al., 2016]. 
Over the past decade, the liberalisation and expansion of the gambling industry 
has resulted in a proliferation of gambling opportunities [Orford 2011; Wardle et 
al., 2011; Parliamentary Joint Select Committee on Gambling Reform, 2011; 
Abbott et al., 2016]. The accessibility of gambling, and arguably the harms 
associated with gambling, have been exacerbated by digital technologies that 
allow for higher intensity products and ‘round the clock’ access to online forms of 
gambling [Australian Gambling Research Centre, 2017].  
Since 2008, the rapid growth in sports betting and the ubiquitous and ever-present 
marketing for these products in Australia, has surpassed the appropriate 
legislative mechanisms which are generally designed to reduce and prevent the 
risks associated with the marketing strategies for high risk gambling products 
[Parliamentary Joint Select Committee on Gambling Reform, 2013; Thomas et 
al., 2012a; Thomas et al., 2015; Hare, 2015; Pitt et al., 2016a]. Other areas of 
public health, such as alcohol and tobacco, have provided policy makers with 
important cautionary perspectives about the impact of tactics used by harmful 
industries to promote and target new audience segments. This includes the tactics 
used by industry to ‘springboard’ marketing off existing rituals, symbols and 
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practices that hold significant cultural capital and social meaning for individuals, 
to shape and influence their consumption intentions [Cummings et al., 2002; 
Wakefield et al., 2002; Chapman, 2002; Blum, 2005; Sherriff, Griffiths & Daube, 
2009]. It is only relatively recently that researchers have begun to document these 
processes in gambling. Researchers have noted the close affiliations made 
between corporate bookmakers and peak bodies for Australian sporting 
organisations (referred to subsequently as sporting codes), through sponsorship 
and commercial agreements [McMullan & Miller, 2008; Thomas et al., 2015; 
Thomas et al., 2016; Hing et al., 2015a; Pitt et al., 2016b], and the saturated 
marketing that has resulted from these relationships [Thomas et al., 2012a; Pitt et 
al., 2016a]. Researchers argue that the basic premise of these saturation tactics is 
to create so much ‘advertising noise’ within community spaces (most notably 
during live and broadcast sport) that audiences are unable to avoid the messages 
put forward by the gambling industry [Thomas et al., 2012b]. Some researchers 
have noted that this symbolic and valued relationship between bookmakers and 
sport has contributed not only to the excessive exposure of sports fans to 
gambling marketing messages, but also the normalisation of gambling as an 
accepted part of sporting codes such as the National Rugby League (NRL) and 
the Australian Football League (AFL) [Gordon & Chapman, 2014; Pitt et al., 
2016a].  
While research indicates that the more normalised harmful products are for 
different population groups, the more these groups will engage in these products 
[Parker, Williams & Aldridge, 2002; Ridout, Campbell & Ellis, 2011], there has 
been relatively limited research investigating the impact of sports betting 
marketing on the industry’s key target audience, young men [Sproston et al., 
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2015]. This represents a significant gap in the literature as young men are more 
likely to report problems with gambling [LaPlante et al., 2006; Husky et al., 
2015], are more likely to report positive attitudes towards online gambling forms 
[McCormack et al., 2014], are more likely to engage in high skill gambling and 
prefer sports betting when compared to other gambling activities [Stevens & 
Young, 2009], and have been clearly identified as a population group 
experiencing harm from sports betting [Kerin, 2015]. A few studies have 
attempted to document the range of marketing appeals used by the sports betting 
industry [Newall, 2015; Lopez-Gonzalez & Griffiths, 2017a; Lopez-Gonzalez, 
Guerrero-Sole & Griffiths, 2017]. Some studies, which have generally used a 
method developed by Thomas et al., [2012a], have also sought to document the 
extent and nature of embedded marketing strategies within sporting matches 
[Lindsay et al., 2013; Thomas et al., 2012a; Gordon & Chapman, 2014; Thomas 
et al., 2015]. Other studies have explored the impact of these strategies on the 
gambling attitudes and behaviours of specific sub-populations [Hing et al., 2014a; 
Sproston et al., 2015; Hing et al., 2015b; Lamont et al., 2016; Thomas et al., 
2016]. However, there are significant gaps in these studies. For example, few 
studies have sought to systematically document the range of symbolic strategies 
used within sports betting advertising to appeal to young men, and to our 
knowledge no studies have investigated how marketing strategies may interact 
with socio-cultural factors to influence young men’s gambling attitudes and 
behaviours.   
 
1.2 Purpose of the thesis 
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The purpose of this thesis was to examine how the promotional tactics used by the 
sports betting industry may be contributing to the creation of new consumption 
symbols relating to gambling and sport for young men. In doing so, the thesis 
examined how marketing strategies interacted with socio-cultural and 
environmental factors to influence the gambling consumption attitudes and 
behaviours of young adult male sports fans. The thesis was guided by three broad 
research questions:  
1. What are the promotional tactics used by the sports betting industry to 
appeal to young men?  
2. How might these tactics, among other socio-cultural and environmental 
factors, shape the sports betting attitudes and behaviours of young male 
sports fans?  
3. What are the lessons for public health in preventing and reducing the risks 
posed by sports betting marketing for young men?  
 
1.3 Conceptual Map  
 
Figure One provides a conceptual map for the thesis, including the key aims and 
research questions, theoretical framework for each phase of the research, and the 
resulting journal publication. 
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Figure One: Conceptual Map 
Overall Research Aim:  
To investigate how marketing strategies may interact with socio-cultural and environmental factors to influence young men’s gambling attitudes and behaviours. 
Phase One: Content analysis of 
sports betting marketing Phase Two: Qualitative interviews with young men aged 20-37  
Paper One: Creating Symbolic 
Cultures of Consumption: an analysis 
of the content of sports wagering 
advertisements in Australia   
Paper Two: The Influence of marketing 
on the sports betting attitudes and 
consumption behaviours of young 
men: implications for harm reduction 
and prevention strategies 
Paper Three: “I can sit on the beach 
and punt through my mobile phone”: 
The influence of physical and online 
environments on the gambling risk 
behaviours of young men 
Paper Four: The role of peer 
influences on the normalisation of 
sports wagering: a qualitative study of 
Australian men 
Research Questions  
1. What symbols and meanings is the 
sports betting industry attaching to its 
products? 
2. How are these cultural meanings and 
symbols aligned with existing gambling 
practices? 
3. Are gambling providers introducing 
new marketing symbols and meanings to 
transform existing ritualised contexts?   
Research Questions 
1. How do marketing mechanisms seek to 
create a cultural alignment between 
betting and sport?  
2. Is there evidence that marketing 
strategies may be influencing new betting 
identities’ associated with sport?  
3. Do specific forms of promotions 
encourage young men to gamble more 
frequently and on events that they would 
not otherwise bet on?  
4. Are there specific strategies that may 
have the potential to reduce or prevent the 
risks or harms posed by the marketing for 
these products?  
  
Research Questions 
1. Are there distinct factors that encourage 
young men to consume gambling products 
in different gambling environments? 
2. Do these factors contribute to risky 
gambling behaviours, for example, 
gambling more than they normally would, 
or gambling on different products?  
3. Does gambling co-exist with other forms 
of risky behaviours in some environments?  
  
Research Questions 
1. What role does sports wagering play 
within peer groups and to what extent do 
individuals gamble on sports within peer 
groups? 
2. What role do social norms play in the 
establishment of sports wagering rituals in 
and among the group?  
3. Does language play a role in shaping 
young men’s perception about (and 
ascribed meaning toward) sports 
wagering?   
Risk Environments [Rhodes, 2002]  Social Norms Theory [Rimal & Real, 2003]  
Symbolic Interaction Theory (Symbolic Consumption) [McCracken, 1986; Otnes & 
Scott, 1996] 
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1.4 Thesis Structure 
  
The thesis is comprised of two distinct phases of research. 
· Phase One: An analysis of the content of sports wagering 
advertisements in Australia 
 
Publication One: Deans, EG, Thomas, SL, Daube, M, Derevensky, J & Gordon, 
R 2016, ‘Creating symbolic cultures of consumption: an analysis of the content of 
sports wagering advertisements in Australia’, BMC Public Health, vol. 16, no. 
208, pp. 1-11, DOI: 10.1186/s12889-016-2849-8 
 
Publication One involved a content analysis of sports betting advertisements. This 
was undertaken to map the range of marketing strategies used within sports 
betting advertising, and in particular to explore the use of symbolic appeals within 
advertisements. Symbolic Consumption Theory [Solomon, 1983; McCracken, 
1986; Otnes & Scott, 1996], which was the guiding theory for this study, suggests 
that consumption is dependent upon the symbolic meanings and social 
information that is attached to products (initially created via marketing tactics). 
This study sought to explore whether appeal strategies indicated that young men 
were the key target audience for sports betting companies, and to identify the 
range of strategies that were used to appeal to young men. Phase One was guided 
by three broad research questions: 
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1. What symbols and meanings is the sports betting industry attaching to its 
products?  
2. How are these cultural meanings and symbols aligned with existing 
gambling practices?  
3. Are bookmakers introducing new marketing symbols and meanings to 
transform existing ritualised contexts?  
This study was exploratory and interpretative, and developed and applied a 
coding template to enable researchers to map and monitor symbolism in sports 
betting advertisements over time. The study had a number of key findings. First, it 
clearly identified young men as the industry’s key target market. Second, it 
identified ten strategies used to appeal to young men, which included aligning 
sports betting with sports fan rituals and behaviours; mateship; gender 
stereotypes; winning; social status; adventure, thrill and risk; happiness; 
sexualised imagery; power and control; and patriotism. The study concluded that 
the sports betting industry was operating from a similar playbook to the tobacco 
and alcohol industries, by using multiple symbolic strategies to influence a social 
acceptance of gambling amongst young men. The study recommended that 
further research was needed with young men to understand how these specific 
tactics impacted on young men’s consumption of sports betting products, 
including how marketing may contribute to a new set of individual and peer 
group identities related to sport and gambling. The findings from this publication 
were used to develop the qualitative interviews with young men in Phase Two of 
the thesis. 
  
 20
· Phase Two: A qualitative study of young men who bet on the National 
Rugby League and/or Australian Football League  
 
Phase Two of this thesis was a qualitative study of 50 Australian men (aged 
between 20 and 37) who were fans of, and participated in sports betting, on either 
the National Rugby League (NRL) and/or the Australian Football League (AFL). 
Phase Two sought to understand how socio-cultural and environmental factors 
interacted with marketing to influence young men’s sports betting attitudes and 
behaviours. Phase Two initially had a strong focus on sports betting industry 
marketing tactics. However the influence of peers and the role of environmental 
factors emerged from the data as important influences on sports betting attitudes 
and behaviours. These factors, when combined with promotional tactics, shaped 
young men’s sports betting attitudes and behaviours. In particular these factors 
influenced how sports betting had become part of the existing rituals and practices 
associated with watching sport. Paper Two, Paper Three and Paper Four were 
published out of this phase of research. Each paper had a distinct focus, and a 
different set of research aims and questions, but together built up a picture of the 
range of factors that may influence young men’s sports betting attitudes and 
behaviours. A brief summary of each of these studies has been provided below.  
 
Publication Two: Deans, EG, Thomas, SL, Derevensky, J & Daube, M 2017, 
‘The influence of marketing on the sports betting attitudes and consumption 
behaviours of young men: implications for harm reduction and prevention 
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strategies’, Harm Reduction Journal, vol. 14, no. 5, pp. 1-12, DOI: 
10.1186/s12954-017-0131-8 12954_2017_131  
 
Publication Two aimed to explore the specific role of marketing in betting 
behaviours and the range of strategies that may be used to minimize the potential 
harms associated with unhealthy commodity marketing. As with Phase One, this 
study was guided by Symbolic Consumption Theory [Solomon, 1983; 
McCracken, 1986; Otnes & Scott, 1996], and guided by four research questions:  
1. How do marketing mechanisms seek to create a cultural alignment 
between betting and sport?  
2. Is there evidence that marketing strategies may be influencing new betting 
‘identities’ associated with sport?  
3. Do specific forms of promotions encourage young men to gamble more 
frequently and on events that they would not otherwise bet on?  
4. Are there specific strategies that may have the potential to reduce or 
prevent the risks or harms posed by the marketing for these products?  
The key findings from this study demonstrated that sports betting marketing had 
saturated community environments through multiple marketing channels and had 
become normalised as part of sport for the young men in this study. Participants 
described the close alignment between corporate bookmakers and elite sporting 
codes through sponsorship and commercial agreements, and how this had led 
gambling discourses to become part of the commentary surrounding the match. 
Betting was perceived to be a normal entity associated with sport, which in turn 
reduced the stigma associated with sports betting products and providers. 
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Participants in this study considered themselves to be the key target audience of 
wagering companies, and spoke about the different appeal strategies used by the 
sports betting industry. Incentives and inducement promotions were the most 
influential type of promotions on attitudes and behaviours, by softening the risk 
perception of sports betting and by promoting feelings of control and power over 
one’s gambling outcomes.  
 
Publication Three: Deans, EG, Thomas, SL, Daube, M & Derevensky, J 2016, 
‘“I can sit on the beach and punt through my mobile phone”: the influence of 
physical and online environments on the gambling risk behaviours of young 
men’, Social Science & Medicine, vol. 166, pp. 110-119.  
 
Publication Three sought to explore the role of environmental factors, both online 
and within gambling venues, which may influence young men’s sports betting 
behaviours. This included how environmental factors may interact with industry 
tactics to predispose individuals to risky patterns of gambling. Rhodes’ [2002] 
commentary on ‘the risk environment’ was used to explore the social situations 
and places in which gambling harm could be produced (and reduced) for 
individuals. In this study, Rhodes’ [2002] commentary was applied to sports 
betting (and gambling more broadly) with three guiding research questions:  
1. Are there distinct factors that encourage young men to consume gambling 
products in different gambling environments?  
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2. Do these factors contribute to risky gambling behaviours, for example, 
gambling more than they normally would, or gambling on different 
products?  
3. Does gambling co-exist with other forms of risky behaviours in some 
environments?  
This study identified a range of factors within online and venue-based gambling 
environments that created risk-promoting settings for young men and their 
gambling. Many participants spoke about a gambling landscape that was highly 
accessible, with betting markets available at any time of the day, seven days a 
week. Mobile and online access appeared to amplify participants’ gambling risk 
further, with some believing that mobile apps enabled them to have greater 
control over their betting. The incentives offered by the sports betting industry 
also had a role in nudging participants to gamble on markets and matches, and 
reduced the gambling risk perceptions of some young men. Within land-based 
gambling environments, a range of socio-cultural factors also stimulated risk. 
This included the social pressures that contributed to the normalisation of 
gambling within pubs, and the co-location of alcohol and gambling facilities that 
encouraged participants to exceed pre-established limits and controls. Participants 
also spoke about how they could access multiple gambling forms within the same 
venue, which also shaped their gambling behaviours. This study suggests that 
while some participants actively tried to implement personal responsibility 
strategies that enabled them to take control of their gambling, these strategies 
were often outweighed by a range of contextual, environmental, and industry 
factors.   
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Publication Four: Deans EG, Thomas, SL, Daube, M & Derevensky, J 2017, 
‘The role of peer influences on the normalisation of sports wagering: a qualitative 
study of Australian men’, Addiction Research & Theory, vol. 25, no. 2, pp.103-
113, DOI: 10.1080/16066359.2016.1205042 
 
Publication Four sought to explore the socio-cultural factors that shape young 
men’s sports betting attitudes and behaviours. This study focused on exploring the 
social norms surrounding sports betting and the role of peers in the acceptance 
and dissemination of gambling norms, and how peer interaction served as an 
important factor in shaping sports betting discourses. The paper was guided by 
the Social Norms Theory [Cialdini et al., 1990; Rimal & Real, 2003], which 
posits (at the most basic level) that norms provide a set of implicit or explicit 
rules to guide and influence behaviours in social settings. This study aimed to 
explore three research questions:  
1. What role does sports wagering play within peer groups and to what 
extent do individuals gamble on sports within peer groups?  
2. What role do social norms play in the establishment of sports wagering 
rituals in and among the group?  
3. Does language play a role in shaping young men’s perceptions about (and 
ascribed meaning toward) sports wagering?  
This study showed the significant influence that peers have on the construction 
and dissemination of social norms surrounding sports betting. The most obvious 
finding was that young men often perceived gambling on sport to be a normal 
activity that was endorsed by society and accepted among their peers and other 
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young men. These attitudes contributed to the establishment of new sports betting 
rituals for young men and their peers, with sports betting tied to the activities and 
practices associated with watching NRL and AFL. Language was a strong force 
in the circulation of these norms, with gambling naturally added to discussions 
about sport between male peers. These conversations encouraged young men to 
gamble on a match, and at the bare minimum, were prompts for young men to 
conceptualise sport through a new gambling lens. While discussions about sport 
(and gambling) provided social connectedness for some young men, others felt 
the pressure to conform to what they perceived to be a shifting sports/gambling 
culture. 
 
1.5 Significance of the study and policy recommendations 
 
Despite widespread concern from academics, politicians and community groups 
about the proliferation of sports betting marketing, and the rapid expansion of the 
sports betting industry, there is very little knowledge about:  
1) The strategies adopted by the sports betting industry to promote sports 
betting products to different audience segments;  
2) The impacts that these strategies may have on the sports betting attitudes 
and behaviours of young men who gamble on sport and; 
3)  How these marketing tactics may interact with other socio-cultural and 
environment factors to influence risky patterns of sports betting.    
The research undertaken in this thesis is unique as it explores the broader range of 
commercial, socio-cultural and environmental factors that may impact upon 
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young men’s sports betting attitudes and behaviours. It has documented the 
potentially powerful ways in which industry marketing tactics may combine with 
socio-cultural and environmental factors to influence young men’s sports betting 
attitudes and behaviours. The research in this thesis provides several key 
evidence-based recommendations for politicians and stakeholder groups to 
consider.  
1. First, there is a need for policy makers to begin to consider the range of 
strategies that may be effective in de-normalising sports betting for young 
male sports fans. While some policies have been implemented that aim to 
restrict the extent of sports betting advertising during sporting matches, these 
alone do not comprehensively address the range of marketing strategies that 
may shape young men’s gambling attitudes and behaviours.    
2. Sporting codes, including the NRL and AFL, should rethink the commercial 
agreements they have with bookmakers, and the influence these sponsorship 
deals may be having on the sports betting attitudes and behaviours of their 
fans. For example, the removal of ‘odds talk’ from the commentary panels of 
live sports broadcasts and in sports programming would be an effective 
measure in limiting gambling discourses within sport.  
3. There are currently limited effective or universal preventive mechanisms in 
place to counter the over-represented and positive messages of the sports 
betting industry. Public education initiatives could be a helpful way to balance 
these messages, by providing individuals with information about the risks 
associated with sports betting. These initiatives should work to remove the 
stigma from seeking help for problems with sports betting (and gambling 
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more broadly), and raise awareness about the prevalence of gambling 
problems and damage caused.   
4. Finally, incentives and inducements to bet had a significant influence on 
young men’s sports betting behaviours. These specific marketing tactics 
contributed to a sense of control over gambling behaviours, and prompted 
young men to sign up with multiple betting providers and to bet larger 
amounts on sport. More recently, the Australian government has banned 
inducements as an incentive for opening a betting account. However, different 
types of inducements are still offered and promoted by wagering companies, 
and I propose a complete ban on inducements to gamble, or at the very 
minimum a significant reduction in the amount and type of inducements 
currently being promoted by bookmakers. The terms and conditions 
associated with inducements should be short and easy for the consumer to 
understand, and any advertising appeal that promotes a perception of reduced 
risk associated with a particular promotion should be prohibited.   
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Chapter Two: Review of the Literature 
 
2.1 Chapter Overview 
 
This chapter sets the research context for the thesis by reviewing the literature 
relating to the nature, extent and impact of sports betting marketing in Australia, 
with particular reference to the impact on young men’s gambling attitudes and 
behaviours. This includes an overview of the public health approach to gambling 
harm, which has helped to form the approach to this thesis, as well as the broader 
consequences of gambling harm for individuals, their families and communities. 
The chapter then describes the broader gambling environment in Australia, 
including the changing nature of the gambling environment, and the introduction 
of different forms of gambling. Finally, the chapter discusses the regulatory 
environment which has contributed to the expansion of online sports betting (and 
its marketing) in Australia, the research evidence and gaps relating to the impact 
of gambling marking on gambling attitudes and behaviours, and the specific 
evidence base relating to young men and gambling.  
 
2.2 The conceptualisation of ‘gambling harm’: A public health 
approach  
 
2.2.1 The shift from an individualised approach to a public health approach  
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Problem or pathological gambling has been defined as “difficulties in limiting 
money and or time spent on gambling which leads to adverse consequences for 
the gambler, others, or for the community” [Neal, Delfabbro & O’Neil, 2005, p. 
3]. For decades, discourses about risky or problem gambling have been derived 
from a very specific and individualised medicalised perspective, which social 
scientists have argued does not account for the broader burden of harm associated 
with gambling [Reith, 2012]. Gambling studies traditionally emerged out of the 
discipline of psychology, which explains at least in part, the over representation 
of and research focus on the individual drivers of problem gambling [Eber & 
Shaffer, 2000]. For example, addiction frameworks that profile impulsivities and 
uncontrolled psychological drivers as the main cause of ‘problem gambling’ have 
been consistently relied upon to understand and help explain why some 
individuals develop a problem with gambling [Castellani & Rugle, 1995; Steel & 
Blaszczynski, 1998]. However, some researchers have argued that an approach 
which focuses only on these factors fails to consider and understand how different 
contexts (including the socio-cultural and environmental settings in which 
individuals live), may influence how individuals make their choices about 
gambling [Reith 2007; 2008]. While individual responsibility paradigms have 
been supported by governments and the gambling industry [Miller et al., 2016], 
with some researchers highlighting industry influences in shaping the 
development of models relating to ‘responsible gambling’ [Hancock & Smith, 
2017], these approaches have also been critiqued for their inability to 
comprehensively and holistically prevent and reduce the problems that may arise 
from gambling [Orford, 2005a; Reith, 2007; Young et al., 2011; Thomas et al., 
2015]. For example, Adams and colleagues [2009] argue that using terminology 
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that implies individual pathologies as the most urgent priority in addressing 
gambling harm, are increasingly inadequate given that individuals are now 
operating in a ‘rapidly changing environment of escalating gambling risk’ 
[Adams et al., 2009, p. 689]. 
 
2.2.2 A public health approach and the conceptualisation of ‘gambling harm’   
 
More recently, there has been a slow but steady shift towards the use of a public 
health paradigm to understand the causes and consequences of gambling harm 
[Korn, Gibbins & Azmier, 2003; Rodgers et al., 2015]. A public health approach 
“rests on shared responsibility for population health, from individuals and 
community groups to businesses, corporations and governments at all levels” 
[Victorian Responsible Gambling Foundation, 2015, p. 6]. Public health is 
therefore not only concerned with curing disease and providing clinical treatment, 
but with considering the range of social, economic and environmental factors that 
may contribute to good health and prevent disease [Victorian Responsible 
Gambling Foundation, 2015; Rodgers et al., 2015]. In this context, the 
categorisation of individuals as ‘pathological gamblers’ is problematic, as 1) it 
implies that those who do not meet current diagnostic criteria for problem 
gambling do not experience gambling-related harm [Productivity Commission, 
2010] and, 2) it places the cause and burden of gambling harm solely with the 
individual without consideration of the broad contextual factors that may 
influence their gambling choices [Browne et al., 2016]. Some researchers have 
begun to shift away from terms such as ‘problem gambling’ and ‘pathological 
gambling’, opting instead to use language that is more attuned with a public 
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health approach such as ‘harmful gambling’ and ‘gambling related harm’. The 
value of conceptualising ‘harm’ and identifying the broader domains in which 
harm can be experienced has been recognised in other areas of public health 
[Nutt, King & Philips, 2010; Abbott et al., 2015]. For example, Nutt and 
colleagues [2010] analysed the extent of drug-related harm (and how these harms 
impact upon individuals, families, communities and societies) and argued that 
proper assessment of the harm caused by the misuse of drugs is helpful in 
informing governments about effective preventive policy.  
In gambling, there has been a continued effort to develop a clear, comprehensive 
and internationally relevant conceptual framework of harmful gambling, that 
addresses the range of factors related to population risk, and the community and 
societal effects of gambling [Abbott et al., 2015]. Abbott and colleagues [2015] 
argue that the most comprehensive models of harmful gambling must recognise 
the dynamic and fluid processes that contribute to the development of harmful 
gambling by integrating a range of factors, including the genetic, biological, 
psychological, economic, social, societal, and cultural drivers of gambling harm 
[Abbott et al., 2015]. Their conceptual model of harmful gambling aimed to bring 
together public health and addiction models of gambling by recognising that the 
harms associated with gambling could range from inconsequential, to transient, to 
significant, and finally to chronic and disabling [Abbott et al., 2015]. Their 
approach suggests that while not all consumption of gambling is inherently bad, 
there must be a concerted effort to prevent and mitigate the potential harm it may 
cause. Harmful gambling is therefore a term that encompasses the full spectrum 
of severity, and moves beyond the assumption that only those who are clinically 
diagnosed as problem gamblers experience gambling harm [Abbott et al., 2016]. 
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A similar approach was taken by Browne and colleagues [2016] in their 
investigation into the broader health and social burdens associated with gambling 
harm. Browne et al. [2016] defined gambling harm as “any kind of harm or 
distress arising from, or caused or exacerbated by a person’s gambling” [p. 4]. 
The findings from this study show that the standard measures of gambling harm 
are inadequate and do not encompass or capture the true complexity and breadth 
of gambling – related harm [Browne et al., 2016]. The authors of this study 
advocate for a public health approach to gambling by developing a conceptual 
framework and taxonomy of gambling harms, which convey a more complete 
model of the socio-cultural impact (and nature) of gambling harm.    
Finally, while there are longstanding public health approaches to gambling in 
countries such as New Zealand and Canada, there is evidence that a public health 
model is starting to be embedded in approaches utilised by government and non-
governmental organisations in Australia which seek to prevent and reduce the 
harms associated with gambling. For example, the Victorian Responsible 
Gambling Foundation acknowledges that the factors that shape gambling 
consumption are complex and a public health approach to gambling harm 
prevention seeks to address gambling harm “by tackling the range of factors that 
impact on health beyond the individual level of lifestyle choice” [Victorian 
Responsible Gambling Foundation, 2015, p. 6]. Other examples include the 
embedding of public health principles in resources designed to raise awareness 
and reduce the frequency of gambling harm in culturally and linguistically diverse 
(CALD) communities in Victoria [Boulet, Shuttleworth & Stewart, 2015]. An 
important focus of these resources is to educate communities about the gambling 
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industry and its promotional tactics, and to assist individuals in conceptualising 
gambling as a public health issue [Boulet, Shuttleworth & Stewart, 2015]. 
 
2.3 Gambling harm in Australia   
 
2.3.1 The prevalence of gambling harm  
 
The Productivity Commission estimated in 2010, on the basis of data then 
available, that in Australia 115 000 Australian adults experience a problem with 
gambling each year, with a further 280 000 at moderate risk of experiencing 
gambling harm [Productivity Commission, 2010]. However, the proportion of 
individuals who have experienced gambling harm at some point in their lifetime 
is considerably higher than the annual prevalence estimates [Productivity 
Commission, 2010]. More recent data also shows that over 80% of the burden of 
gambling related harm is experienced by low-risk and moderate-risk population 
groups [Browne et al., 2016]. In 2015, Australians lost over $23 billion on 
gambling, with half of these losses on poker machine gambling ($11.6 billion 
lost) [Queensland Government Statisticians Office, 2016; Willingham & Preiss, 
2016]. Perhaps surprisingly, more recent nationally representative data shows that 
average gambling expenditure does not vary significantly across the different 
types of gambling activities [Wilkins, 2017]. Australians lose more on gambling 
than any country in the world ($1242 per person annually) [McDuling, 2015; 
Queensland Government Statisticians Office, 2016] and in 2016 Australia’s 
gambling losses were around double the average reported in other Western 
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Countries [The Economist, 2017]. Australia’s gambling losses are not evenly 
distributed across the Australian population, with some states and territories 
contributing significantly to total gambling losses. For example, per capita 
gambling expenditure in the Northern Territory ($6543.63), New South Wales 
($1517.61) and Victoria ($1250.17) exceed Australia’s average per capita losses 
[Queensland Government Statisticians Office, 2016].  
  
2.3.2 The consequences of gambling harm  
 
Gambling has been associated with numerous health and social harms for 
individuals, families and communities [Darbyshire, 2001; Shaffer & Korn, 2002; 
Kalischuk et al., 2006; Suomi et al., 2013; Thomas & Thomas, 2015]. Apart from 
financial insecurity and debt [Financial Counselling Australia, 2016], harmful 
gambling is also associated with poor mental health outcomes, including anxiety, 
depression and suicidal ideation [Petry et al., 2005; Quilty et al., 2011; 
Hayatbakhsh et al., 2012], substance misuse and abuse [Stewart & Kushner, 
2003; Grant & Chamberlain, 2015; Cowlishaw et al., 2014], social isolation and 
loneliness [Lorenz & Yaffee, 1988; Trevorrow & Moore, 1998], criminality 
[Turner et al., 2009; Rudd & Thomas, 2016], lowered work productivity and 
absenteeism [Ladouceur et al., 1994; Azmier, Kelley & Todosichuk, 2001] and 
housing instability [Crane et al., 2005; Gattis & Cunningham-Williams, 2011]. 
Individuals who experience harmful levels of gambling often experience a range 
of comorbid disorders. Qualitative research conducted with gambling counsellors 
and clinicians revealed for example, that depression, anxiety disorder and 
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substance abuse disorders were among the most commonly occurring conditions 
for gamblers [Holdsworth et al., 2012]. However, the temporal sequencing and 
the extent to which the harm experienced by gamblers is related to their gambling, 
other health behaviours, or a combination of both, is often difficult to determine 
(and arguably complex) [Holdsworth et al., 2012; Holdsworth, Nuske & Breen, 
2013].  
Gambling harm may also negatively impact the health and welfare of families, 
children and partners [Abbott, 2001; Kalischuk et al., 2006; Hodgins et al., 2007; 
Suomi et al., 2013]. The Australian Productivity Commission [2010] suggested 
that for every person who developed a problem with gambling, five to ten others 
were negatively impacted, with a more recent study estimating that six affected 
individuals were negatively impacted by a person’s problem gambling [Goodwin 
et al., 2017]. Negative impacts include a range of mental and emotional health 
issues [Dickson-Swift et al., 2005; Hodgins et al., 2007], physical health issues 
[Lesieur, 1998], financial risks [Shaw et al., 2007] and relationship problems 
[Dickson-Swift et al., 2005; Korman et al., 2008; Dowling et al., 2016; Bellringer 
et al., 2016]. An ecological study conducted by Markham and colleagues [2016] 
also found an association between domestic violence and poker machine 
accessibility, with 30% fewer domestic violence assaults reported in areas with no 
poker machines when compared to those with 75 poker machines per 10 000 
persons. Qualitative and quantitative research conducted in the state of Victoria in 
Australia concluded that the magnitude of the overall harms associated with 
gambling are comparable with alcohol misuse and major depressive disorder, 
with a greater proportion of the ‘burden of harm’ due to damage to relationships, 
mental health consequences, and financial burdens [Browne et al., 2016]. 
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2.3.3 The economic costs of gambling harm  
 
Economists have also attempted to quantify (in value terms) the costs of gambling 
harm. In Australia, while the overall net economic benefit of gambling has been 
estimated at between $3.7 billion and $11.1 billion, the estimated costs associated 
with those experiencing gambling harm ranges from $4.7 billion to $8.4 billion 
[Productivity Commission, 2010]. Given that gambling in Australia is regulated 
by states and territories, researchers have also estimated the costs to individual 
states and territories. For example, in 2010-11, the Victorian government spent an 
estimated $74 - $147 million on problem gambling treatment services, which 
included costs to the health, human service and justice systems [Victorian 
Competition and Efficiency Commission, 2012]. Further, the costs associated 
with mental health treatment services for those experiencing gambling harm, have 
been estimated to cost $1.2 billion [Victorian Competition and Efficiency 
Commission, 2012]. However, the Victorian Competition and Efficiency 
Commissions’ [2012] latest inquiry into the costs of gambling harm outline a 
range of obstacles in quantifying the true social and economic costs of gambling, 
noting the significant gaps in the literature, and issue of comorbidity.  
 
2.4 The Australian gambling environment and the expansion of online 
sports betting   
 
2.4.1 The liberalisation of gambling in Australia  
 
 37
Australia arguably has one of the most liberalised and intense gambling 
environments in the world, which is perhaps why per capita expenditures are the 
highest worldwide [McDuling, 2015; Queensland Government Statisticians 
Office, 2016]. Whilst the liberalisation and expansion of opportunities to gamble 
has occurred in many places across the world, Orford [2011, p. 3] notes that 
Australia stands out as an ‘object lesson’ to the rest of the world about the 
dangers of gambling expansion. Electronic gambling machines (EGMs) or poker 
machines (pokies), have traditionally dominated the community based gambling 
scene in Australia, and have posed the most risk and harm to Australian 
communities [Productivity Commission, 2010; Rintoul et al., 2013; Young et al., 
2012; Markham, Young & Doran, 2015]. However, the last decade has seen a 
significant increase in the accessibility and availability of online sports based 
gambling in Australia [Productivity Commission, 2010; Australian Gambling 
Research Centre, 2017] and the ability to participate in global gambling markets 
[Adams et al., 2009].  
It is important to note that the liberalisation of gambling, and the adoption and 
distribution of new gambling products and services in any given jurisdiction are 
often the result of socio-cultural and socio-political forces [Chamber, 2011]. 
Abbott and colleagues [2015] argue that while consumers may embrace gambling 
when given the opportunity, they rarely lobby for or demand new gambling 
products. This implies that gambling behaviour can be moderated by 
environmental factors that are beyond the individuals control. For example, 
industry operators and commercial stakeholders can determine which and how 
many gambling products are supplied in an environment, and through effective 
marketing, and given the appropriate political and social climate, can initiate 
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demand for products, and change the gambling landscape [Abbott et al., 2015].  
While there is some evidence to suggest that populations can adapt to new 
gambling products over time [Storer, Abbott & Stubbs, 2009], these theories have 
yet to be tested with more pervasive online sports betting products which are 
portable and feature an almost unlimited number of different gambling options. 
Finally, Abbott et al., [2015] argue that the ability for populations to adapt to a 
liberal gambling landscape and the introduction of new gambling products, is 
partly dependent on the aid of protective environmental changes and appropriate 
regulatory and public health measures. 
 
2.4.2 The expansion of sports betting on mobile platforms   
 
Early predictions were that online forms of gambling would significantly 
contribute to increased participation in gambling amongst some population 
groups [Orford, 2005b]. This appears to be true for wagering online on sports and 
horses, which represents the only gambling form in Australia to have attracted 
increased participation in more recent times [Hare, 2015; Queensland 
Government Statisticians Office, 2016]. Whilst the debate about increased 
availability and gambling prevalence (and subsequent harm) is multifaceted 
[Williams et al., 2012; Abbott et al., 2015], the rise of a global internet-based 
gambling industry has allowed individuals to wager on almost all national and 
international sporting codes and events [Parliamentary Joint Select Committee on 
Gambling Reform, 2011]. Betting opportunities in Australia are available 24 
hours, 7 days a week on mobile internet platforms and individuals can bet on 
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sports across countries, sports and time zones. Within two decades online 
gambling has been transformed from a “fledging industry to a sophisticated, 
heterogeneous and global arena of commerce” [Banks, 2016, p. 37]. Historically, 
sports betting has not been a source of significant concern as compared to other 
gambling products [Lopez-Gonzalez, Estevez & Griffiths, 2017]. In Australia, 
while most research has investigated the harms caused and amounts lost on poker 
machines [Productivity Commission, 2010; Rintoul et al., 2013; Young et al., 
2012], there is a recognition that the rapid increase in sports betting and its 
associated marketing has the potential to cause significant harm both for adults, 
and younger people who are exposed to the marketing for these products.   
Researchers also argue that prior to online sports betting the dynamics of 
gambling on sport were significantly different. For example, Lopez-Gonzalez and 
colleagues [2017] argue that prior to online platforms, betting was intermittent 
with individuals likely to gamble on sport weekly, and the results were often 
unknown until the weekend after the match. Today however, betting is being 
transformed into a continuous activity with instant reward, which is arguably 
attributable to its online nature [Lopez-Gonzalez, Estevez & Griffiths, 2017]. 
Researchers have argued that the anonymised nature and comfort of online 
gambling and the speed at which individuals can place bets is said to have 
stimulated the uptake of online gambling, and is frequently cited in prevalence 
studies as reasons for the growth in this form of gambling [LaBrie et al., 2007; 
Wood & Williams, 2011; McCormack et al., 2014]. However, initial research 
efforts into online and mobile gambling have sought to dichotomise online 
gamblers from those who gamble within a land-based gambling venue [Ladd & 
Petry, 2002a; Wood & Williams, 2011]. Wardle and colleagues [2011] argue that 
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such an approach fails to capture the complexity of gambling behaviour and the 
ways in which online sports betting may be one of many different forms of 
gambling that individuals participate in.  
 
2.4.3 Betfair High Court Decision  
 
Betfair was granted a license to operate as a betting exchange in Tasmania during 
2006, which enabled customers from other Australian states and territories to bet 
against one another on different outcomes of an event [Oreb, 2009]. Unlike 
traditional bookmakers Betfair facilitates these transactions bearing minimal risk 
and profits by taking a small commission from the winnings of each transaction 
[Oreb, 2009]. Sports betting emerged as a significant point of public health 
concern in Australia in 2008, when a High Court ruling between Betfair Pty 
Limited and Western Australia (WA) overturned WA laws which prohibited 
residents from using a licensed betting exchange, and which prevented a licensed 
betting exchange from offering markets on WA races [Oreb, 2009]. Betfair 
challenged amendments made to the Betting Control Act 1954 (WA) whereby it 
became an offence to place a bet using a betting exchange in Western Australia 
and an offence to publish markets on Western Australian races for business 
purposes, without the approval from the Minister for Racing and Gambling (WA) 
[Oreb, 2009]. Betfair argued that the laws were discriminatory and conferred 
competitive disadvantage [Oreb, 2009]. The resulting High Court decision 
acknowledged that Betfair had been denied the opportunity to reach WA 
customers, which resulted in a competitive advantage for other licensed betting 
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providers [Oreb, 2009]. The ruling detailed that a betting provider should be 
entitled to be registered and licensed in one state and able to promote and provide 
their services to other Australian states and territories [Oreb, 2009]. This decision 
prompted strong interest in the Australian gambling market by international 
corporate bookmakers and is considered the tipping point for a significant 
increase in the amount of marketing and promotions for sports betting products 
and providers [Horn, 2011; Thomas et al., 2012a]. 
 
2.5 Sports betting participation in Australia  
 
2.5.1 Sports betting losses in Australia  
 
Recent data shows that the total losses experienced by Australian adults on sports 
betting increased by 30% from $626 million in 2013-14 to $815 million in 2014-
15 [Queensland Government Statistician’s Office, 2016]. Excluding the 
Australian Capital Territory (ACT) and South Australia, all states and territories 
have experienced an increase in sports betting expenditure over the same period, 
with the Northern Territory, Western Australia, New South Wales and Victoria 
among the biggest spenders nation-wide, experiencing a percentage change in 
expenditure of 40.7%, 34.4%, 33.5%, and 21.7% respectively [Queensland 
Government Statistician’s Office, 2016]. In 2014-15 per capita sports betting 
expenditure varied considerably for each state and territory, however, for the total 
population of Australia figures have increased from $34.72 per person (per 
annum) in 2013-14 to $44.50 in 2014-15 [Queensland Government Statisticians 
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Office, 2016]. As in other areas of gambling, those at moderate risk or those 
experiencing problems with gambling appear to be contributing the most to sports 
betting losses. For example, while only representing 11% of gamblers who 
wagered on sports, people with at least some symptoms of gambling harm, as 
determined by the Problem Gambling Severity Index (PGSI), accounted for 72% 
of the losses derived from sports betting [Davidson et al., 2016]. 
 
2.5.2 Young men and sports betting  
 
Over the last decade in Australia, sports betting participation has increased for 
young men. Recent prevalence studies conducted in the state of Victoria show a 
2.12% increase in the number of young males participating in sports and event 
betting (6.53% in 2008 – 8.65% in 2014) [Hare, 2015]. These figures appear to be 
unique to this demographic, and greatly contribute to the overall (or total) 
percentage change in increased sports betting participation for the state [Hare, 
2015]. Clinicians have also reported a rise in the number of young males seeking 
help for problems with sports betting [Parliamentary Joint Select Committee on 
Gambling Reform, 2013; Kerin, 2015; Financial Counselling Australia, 2016]. 
Some NSW clinics report a 15 to 20% increase in young men aged 18-34, seeking 
help for problems with sports betting and other co-morbidities including mental 
health problems and substance misuse disorders [Mark, 2016].  
There are a range of factors that may contribute to sports betting harm in young 
men, including the perception that sports betting is easy and predominantly skill 
based [Mark, 2016]. Discussions about young men in Australia and sports betting 
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have also included concerns about a generation who may be unable to afford first 
home deposits, unable to provide for their families and at risk of losing everything 
to sports betting addictions [Mark, 2016]. However, researchers and not for profit 
organisations have attributed increasing consumption patterns predominantly to 
the marketing tactics of the gambling industry [Financial Counselling Australia, 
2015; Thomas et al., 2012b]. Research shows that the incentives offered by the 
sports betting industry have led some young men to incur financial instabilities 
and debt, with, for example, one young man reportedly losing over $90 000 as a 
result of being enticed by free bets and product incentives [Financial Counselling 
Australia, 2015]. 
 
2.5.3 The gambling profile for young men  
 
Table One provides a summary of the individual factors that may influence men’s 
gambling motivations and their treatment seeking characteristics. There appear to 
be significant differences in the way in which men and women gamble 
[Echeburua et al., 2011; Williams, Volberg & Stevens, 2012; Wong et al., 2013] 
and this is perhaps a result of deep-seated cultural differences (at least historically 
so) about the acceptability and unacceptability of male and female gambling 
participation [LaPlante et al., 2006]. However, as recommended by a recent 
systematic review on the gender differences in the characteristics associated with 
harmful gambling, further research is warranted to improve preventive 
approaches for both male and female problem gambling [Merkouris et al., 2016]. 
Research shows that men are more likely than women to experience problems 
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with gambling [LaPlante et al., 2006; Husky et al., 2015], however, the gambling 
profile and treatment characteristics appear to be different for each sex. Studies 
show that men are more likely to have incurred larger gambling debts, presenting 
with problems that have progressed slowly over time, and are often younger, 
single and employed [Desai & Potenza, 2008; Echeburua et al., 2011; Diez et al., 
2014]. Despite often beginning to gamble at a younger age than women, the 
interval between gambling initiation and seeking help appears to be significantly 
longer for men, which perhaps explains in part the accruement of large financial 
debt [LaPlante et al., 2006; Slutske et al., 2015]. Stigma has an import role in both 
men and women’s willingness to seek help for gambling problems [Baxter et al., 
2016]. For men, the associated shame and embarrassment of financial debt and 
the emotional responses to and social consequences of gambling addiction are 
documented as primary barriers to help-seeking [Baxter et al., 2016]. Men also 
typically report a slow progression of problems with gambling, which would 
naturally delay any motivation to seek help [LaPlante et al., 2006]. Studies have 
also shown that male gamblers seeking help are also more likely to have 
experienced alcohol and drug abuse, but less likely than women to suffer from 
comorbid mood and personality disorders and mental illness [Ibanez et al., 2001; 
Ladd & Petry, 2002b; Tavares et al., 2003; Diez et al., 2014]. However, high rates 
of anxiety and depression have been observed in both female and male population 
groups seeking help for gambling [Potenza et al., 2001].  
Research shows that there are clear gender differences in gambling risk 
assessment. For example, in a study conducted by Harris and colleagues [2006], 
males reported a greater likelihood of engaging in risky patterns of gambling and 
a softened risk perception (when compared to women) about the probability and 
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severity of the potential negative consequences of gambling. These factors 
perhaps explain why men and women seemingly have different gambling 
preferences and motivations, with men preferring table games, wagering and 
sports betting [Grant & Kim, 2002; Wenzel & Dahl, 2009; Productivity 
Commission, 2010; Delfabbro, King & Griffiths, 2013; McCormack et al., 2014; 
Husky et al., 2015], and often view gambling as a means to prove themselves as 
skilful players and to strategically increase their wealth [Wardle et al., 2007; 
Stevens & Young, 2009; Echeburua et al., 2011]. Prevalence surveys conducted 
in the state of Northern Territory for example, showed that male gamblers were 
two times more likely than female gamblers to play ‘high skill’ games [Stevens & 
Young, 2009]. Similarly, research conducted in the state of Victoria found that 
men were over two times more likely than women to play high-skill table games 
such as roulette, poker and blackjack, and four times more likely to bet on sports 
[Hare, 2015]. Studies conducted with international population sample groups also 
show that those who regularly participated in online sports betting (considered a 
skill based game) were significantly more likely to be male than female 
[McCormack et al., 2014]. Peer pressure has also been shown as an important 
factor in men’s gambling motivations, whilst women are more likely to gamble 
due to loneliness and to cope with mental illness including depression and anxiety 
[Grant & Kim, 2002; Tavares et al., 2003; Desai & Potenza, 2008; Echeburua et 
al., 2011]. In profiling young men’s gambling behaviour, we may be more 
equipped to understand the trajectory of gambling harm related to sports betting, 
and how marketing tactics used by the gambling industry may influence men’s 
gambling attitudes and behaviours.  
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Table One  
Young men’s gambling preferences, motivations and treatment characteristics 
 
Gambling preferences and motivations  
· Prefer skill based games (e.g. horse wagering, table games and sports 
betting)  
· Gamble to strategically increase wealth and demonstrate risk-
taking/sensation seeking persona  
· Peer pressure  
· Gambling as a ‘sensory stimulus’ for men rather than a means to escape 
feelings of loneliness which is often reported by women as a motivation 
to gamble    
Treatment seeking characteristics in men  
· Likely to have incurred large financial debt  
· Problems with gambling progress slowly despite early initiation of 
gambling  
· Appear to have a softened risk perception about the probability and harm 
associated with their gambling behaviour  
· Usually young, single and employed 
· Higher rates of alcohol dependence than women when presenting to 
clinics  
 
2.6 The marketing and promotion of sports betting products   
 
There may be several factors that have driven the recent growth in sports betting 
in Australia. As discussed, these include the ease at which individuals can access 
these products through smart phones and tablets, coupled with the liberalised 
opportunities to gamble on national and international sports. However, the socio-
political climate has also facilitated rapid growth in betting markets, with the lack 
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of comprehensive regulatory measures to counter the growth and expansion of the 
gambling industry, and in particular, the concerted efforts to promote and 
advertise their products.    
 
2.6.1 The proliferation of marketing for sports betting products in Australia    
 
Australia has seen a significant increase in the amount of marketing and 
promotion for sports betting products over the past decade [McMullan & Miller, 
2008; Thomas et al., 2012a; Pitt et al., 2016a]. Standard Media Index (SMI) 
figures show a 160% increase in advertising spend on gambling since 2011, with 
$236 million spent on advertising for gambling in 2015 [Hickman & Bennett, 
2016]. To illustrate this point, gambling companies now have the fourth highest 
advertising spend of all companies in Australia [Schetzer, 2015] and given the 
prohibition of advertising for some gambling products (for example poker 
machines), most of this has been spent on the promotion of sports betting.  
Bookmakers and gambling companies have become increasingly savvy in the way 
they promote their products. Indeed, sports betting operators have openly 
acknowledged their intent to be ‘innovative’ and ‘distinctive’ in their marketing 
strategies [Paddy Power Plc, 2013]. International studies into gambling 
advertising more broadly reveal that gambling companies have tapped into 
cultural symbolism [Dyall, Tse & Kingi, 2009], over-emphasised the social worth 
and status tied to gambling [Sklar & Derevensky, 2010], and relied upon emotion 
to sell gambling products [Korn, Hurson & Reynolds, 2003; Binde, 2009; 2010; 
McMullan & Miller, 2009]. More contemporary gambling marketing reflects 
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increasingly sophisticated and targeted efforts to reach population groups, 
particularly from the sports betting industry [Sproston et al., 2015; Lopez-
Gonzalez, Estevez & Griffiths, 2017]. For example researchers describe that 
betting advertisements work to diminish the harmful consequences of excessive 
gambling, by portraying sports betting as a risk-free activity [Lopez-Gonzalez, 
Estevez & Griffiths, 2017]. Sports betting companies now market their products 
through multiple channels and media, including on social media and via direct 
email and text message services (SMS) [Morgan-Busher, 2012; Thomas et al., 
2015; Banks, 2016], with bookmakers highly selective and strategic in how and 
what they advertise on more traditional media. For example, an observational 
study conducted in the UK of betting advertisements during the 2014 Soccer 
World Cup, revealed that bookmakers concentrated on types of bets with high 
expected losses, and rarely advertised match-winner bets, which have less 
complexity and lower expected losses [Newall, 2015]. Newall [2015] argues that 
these strategies that aim to nudge bettors towards markets with high expected 
losses can have a large effect on an individual’s overall gambling losses. Finally, 
evidence has demonstrated the impact of the promotion of inducements, 
incentives and credit extensions which are used by the sports betting industry to 
appeal to different audiences (and to potentially shape and influence the sports 
betting beliefs and consumption patterns of individuals) [Hing et al., 2015a; 
Financial Counselling Australia, 2015; Lopez-Gonzalez & Griffiths, 2017a]. For 
example, Lopez-Gonzalez and Griffiths [2017a] have described cash-out 
strategies as having stock market-like dynamics which may encourage individuals 
to perceive sports betting as a type of investment, and promote a self-image of the 
sports bettor as a ‘connoisseur of sport’ who, with the appropriate skill and 
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practice, can master betting predictions [Lopez-Gonzalez & Griffiths, 2017a, 
p.325].  
 
2.6.2 Bookmakers relationship with Australian sporting codes  
 
Perhaps one of the most influential marketing strategies, and arguably the most 
overt, is the direct alignment of bookmakers with Australia’s elite sporting codes, 
which stands as one of the most controversial corporate strategies employed by 
the sports betting industry [Maher et al., 2006; Thomas et al., 2012a; Lindsay et 
al., 2013; Tomazin, 2016]. Through sponsorship relations, bookmakers obtain 
secure affiliations with various organising and statutory bodies related to 
Australian sport, including broadcasters, stadiums and individual clubs [Thomas 
et al., 2012a; Thomas et al., 2016]. Two of Australia’s major sporting codes now 
have multimillion-dollar sponsorship deals with corporate bookmakers. The NRL 
currently has a reported $60 million sponsorship deal with bookmaker Sportsbet 
(a subsidiary of British Bookmaker Paddy Power), which is expected to run until 
the completion of the 2020 rugby league season [Hickman, 2016]. Of the sixteen 
teams competing in the NRL, half have a corporate bookmaker as a major sponsor 
[Wallace, 2016]. Similarly the AFL sponsorship deal with bookmaker Crownbet 
is reportedly worth $10 million per season until the completion of the 2019 
football season [Crown Resorts Limited, 2015]. These relationships often 
coincide with reports of increasing profit margins for online bookmakers. For 
example, Sportsbet recorded a $117 million dollar operating profit in 2015, a 54% 
increase from the previous year, and a 31% increase in the number of active 
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customers, now amounting to over 750 000 [Stensholt, 2016]. Despite a strong 
corporate focus on the NRL and AFL, bookmakers have progressed to entering 
new markets. The $5 million sponsorship deal between William Hill and Tennis 
Australia, represented the first gambling sponsorship of a tennis grand slam event 
[Rolfe, 2016], with a reported 80% increase in turnover for the British bookmaker 
on the first day of the 2015 Australian Open tournament [Williams, 2016]. 
However, the sponsorship deal received widespread criticism from researchers, 
tennis players and politicians [BBC News, 2016; Chammas, 2016; Wallace, 
2016]. Internationally, there appears to be a reverse trend, with some elite 
sporting bodies moving away from sponsorship deals with bookmakers. For 
example, the British Football Association has recently suspended a four-year 
contract with betting company Ladbrokes, worth approximately $6.8 million per 
year [Kelner, 2017]. Despite these developments, research also shows an increase 
in the number of European sports teams with shirt (or jersey) sponsorship deals 
with gambling providers [Lopez-Gonzalez & Griffiths, 2017b].  
 
2.6.3 The extent and nature of sports betting marketing  
 
The affiliation between Australian sporting codes and bookmakers is strengthened 
via several marketing mechanisms. For example, gambling brand advertising 
features on sporting codes’ websites and online bookmaker websites often state 
upfront their relationships and sponsorship commitments to Australian sport 
[Thomas et al., 2015]. Commentaries related to gambling have become embedded 
in sports broadcasts, and bookmakers have utilised social media sites to create 
 51
real-time game related hashtags [Thomas et al., 2015]. Betting logos have 
featured on player uniforms and stadium signage, and player identities have been 
used to endorse gambling products [Sproston et al., 2015]. Sponsorship has also 
enabled the saturation of sports betting marketing within sporting environments. 
Researchers have shown the unsubtlety of advertising at sporting grounds, and 
during live broadcasts of sport, and argue that such explicit gambling promotion 
in sport creates a perception that gambling is an integral and legitimised activity 
associated with the rituals and practices of being a sports fan [Thomas et al., 
2012a; Lindsay et al., 2013]. Several studies have investigated the frequency, 
length and content of sports betting marketing at stadiums and throughout live 
broadcasts [Thomas et al., 2012a; Lindsay et al., 2013; Gordon & Chapman, 
2014]. For example, one of the first studies to do this, conducted by Thomas and 
colleagues [2012a], mapped the extent and nature of sports betting marketing 
during the AFL 2011 premiership season. Per match there was an average of 58.5 
episodes of sports betting marketing at stadiums, and 50.5 episodes during 
televised broadcasts [Thomas et al., 2012a]. Similarly, a study conducted by 
Lindsay et al., [2013] showed that in three rugby league (NRL) matches, sports 
fans had been exposed to 322 episodes of betting marketing. Researchers note 
that the premise of saturation advertising is to create so much ‘advertising noise’ 
within an environment that individuals are unable to avoid the messages put 
forward by the industry [Thomas et al., 2012b]. Indeed, researchers have argued 
that the ‘gamblification’ of sport makes it near impossible for individuals to avoid 
gambling advertising while watching or attending a sporting match [McMullan & 
Miller, 2008; Pitt et al., 2016b]. Studies exploring the content and placement of 
advertisements have also shown that advertisements were designed to align 
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gambling with the overall fan experience and encouraged sports fans to bet during 
the game. For example, billboards and signs promoting sports betting were 
strategically positioned throughout stadiums, often visible at gate entries and 
directly behind goal posts [Thomas et al., 2012a]. Sports betting advertisements 
have also incorporated slang football terms, and included commentary related to 
specific technical aspects of the game (including the history of the game – NRL 
and AFL – itself) [Gordon & Chapman, 2014]. Sproston et al., [2015] argue that 
sports betting providers have begun shifting from practical and functional retail 
themes, to emotional persuasion to encourage individuals to engage with their 
products.  
 
2.6.4 The regulation of sports betting marketing  
 
In Australia, sports betting and its promotion is regulated by the Interactive 
Gambling Act 2001 (IGA) which is predominantly enforced by individual states 
and territories with oversight from the Australian government [Department of 
Broadband Communications and the Digital Economy, 2013; Australian 
Gambling Research Centre, 2017]. Under the IGA, the Australian 
Communications and Media Authority (ACMA) monitors bookmakers’ 
advertising compliance with the Commercial Television Industry Code of 
Practice [Australian Communications and Media Authority, 2015]. There are 
approximately 25 corporate bookmakers in Australia, 21 of which are licensed in 
the Northern Territory [Department of Business, 2016; Racing NSW, 2017]. This 
is perhaps the result of a low tax cap for online gambling operators, which was 
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introduced in 2009 by the Northern Territory government [Oaten, 2014]. 
Researchers, politicians and communities have raised their concerns about the 
increasing volume and sophistication of marketing for these betting providers, 
and the lack of a national framework to regulate marketing [Parliamentary Joint 
Select Committee on Gambling Reform, 2013; Hing, Vitartas, & Lamont, 2014; 
Sproston et al., 2015; Thomas et al., 2015]. Several reviews of gambling have 
considered changes to strengthen the Interactive Gambling Act 2001. Most 
recently, the Interactive Gambling Amendment Bill 2016 [Jolly, 2016] outlines a 
range of recommendations as proposed by the 2015 Review of the Impact of 
Illegal Offshore Wagering [Commonwealth of Australia, 2015]. In part, this 
amendment bill sought to clarify the law and to strengthen the enforcement 
powers of the Australian Communications and Media Authority (ACMA) [Jolly, 
2016]. 
ACMA’s role under the IGA is to accept complaints about prohibited internet 
gambling content and advertisements for sports betting providers [Australian 
Communications and Media Authority, 2015]. In the past, complaints about the 
content of gambling advertisements have been addressed with a light touch. For 
example, several community complaints about the content of sports betting 
advertisements being in breach of the Commercial Television Industry Code of 
Practice have been dismissed [Advertising Standards Bureau, 2015; 2016a]. 
Many of these complaints cluster around the discrimination of sexual preferences, 
sexism or sexual connotations and gender vilification [Advertising Standards 
Bureau 2015; 2016a; 2016b]. While still subject to Senate Inquiries, the 
Australian government has already been criticised for failing to capitalise on an 
opportunity to comprehensively reform gambling in Australia [Kakoschke-
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Moore, 2017]. However, there have been some policy efforts to curb the extent of 
sports betting marketing during sporting matches, including the prohibition of 
commentators from promoting betting odds during play [ACMA, 2016], and the 
more recent ban on gambling advertising before 8.30pm during live sporting 
broadcasts [Doran, 2017]. These policy decisions have been met with stiff 
resistance from major sporting codes like the NRL, and some organisations and 
researchers are still advocating for tighter regulatory measures [Thomas et al., 
2017]. The regulations surrounding the promotion of inducements and incentives 
to gamble have in the past been ambiguous, confusing for the consumer, and 
different for each state and territory in Australia [Le grand, 2015; Pitt et al., 
2016a]. However, recent attempts have been made to move towards a 
collaborative effort to prevent online bookmakers from offering free bets and 
other inducements to entice individuals to gamble on sport [Minear & Campbell, 
2017]. For example, more recently, the offer of free bets, credits or other financial 
inducements to encourage individuals to sign up and use gambling services, has 
been prohibited [Toscano, 2017]. While the recommendations to ‘crack down’ on 
inducements such as bonus bets are yet to be developed, there has been a 
commitment from the states and Australian government to make this a priority 
[Minear & Campbell, 2017].  
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2.7 The impact of gambling marketing on sports betting behaviour  
 
2.7.1 The impact of gambling marketing on harmful gambling   
 
Understanding how different audience segments interact with gambling marketing 
is complex and the question of causality with regards to the impact of gambling 
marketing on behaviour remains poorly understood [Binde, 2009; Binde 2014]. 
Researchers argue that this is due to the complex relationship and interplay 
between social, individual and environmental factors on betting attitudes and 
behaviours [Sproston et al., 2015]. Studies into gambling marketing more broadly 
have shown that the typical mechanism by which advertising appears to influence 
gambling behaviour is to maintain and reinforce already high levels of gambling, 
acting as an impulse to gamble again and a precursor to relapse [Binde, 2009; 
Derevensky et al., 2010]. These findings have also been cited in the sports betting 
literature [Sproston et al., 2015], with in-play betting promotions reportedly 
increasing already high levels of expenditure and time spent on sports betting for 
some individuals [Hing et al., 2014a; Hing et al., 2015b]. When asked directly 
about the types of betting promotions with the highest impact, individuals 
experiencing harmful levels of gambling reported on-screen displays with a 
message that emphasised the ease with which a bet could be placed, accompanied 
by a risk-free bonus, and delivered by an attractive non-expert presenter [Hing, 
Vitartas & Lamont, 2014]. Researchers argue that where a broadcast is dedicated, 
at least temporarily, to the delivery of a gambling message, this could encourage 
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impulse betting and could serve as a trigger for non-sports bettors to experiment 
with gambling [Lamont et al., 2016]. 
 
2.7.2 The impact of advertising on gambling risk perceptions and normalisation    
 
The sheer volume and sophistication of more contemporary forms of sports 
betting marketing appears to have shifted general community perceptions and 
attitudes about the acceptability, risk and normality of gambling in society [Korn, 
Hurson & Reynolds, 2003; Thomas et al., 2014], although there is still significant 
support for increased regulation of gambling [Thomas et al, 2017]. Changing 
attitudes and progressive acceptance toward different gambling forms have been 
documented for decades. For example, Wood and Griffiths [1998] reported that 
adolescents’ views of scratch cards and lotto had become so widely accepted that 
they were no longer considered gambling activities, largely due to the widespread 
advertising exposure and increased availability of these products within the 
community. Similarly the proliferation of sports betting advertisements appears to 
have normalised betting as a legitimate entity associated with sport [Pitt et al, 
2016b; Thomas et al., 2014]. Researchers argue that understanding the 
perceptions of, and attitudes towards, gambling advertising can provide valuable 
insights into how advertising messages are received by different population 
groups [Binde, 2014]. Several studies have investigated how young children may 
interpret and apply the gambling messages that they see within sporting matches 
[Pitt et al., 2016a; 2016b; Thomas et al., 2016]. Unlike adult populations, children 
and adolescents struggle to identify ‘odds announcements’ as marketing material, 
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with some viewing it as information about the potential outcome of a sporting 
match [Pitt et al., 2016a]. This plays a role in shifting the social norms 
surrounding sports betting and encourages younger populations to naturally view 
sport through a gambling lens [Pitt et al., 2016a]. Research also shows that 
children can identify sports betting brands [Bestman et al., 2015], and that 75% 
perceive gambling as a normal part of watching and attending a sporting match 
[Pitt et al., 2016b]. Other studies show that gambling advertisements may be well 
received by some groups of young adults (18 – 30 year olds) and that sports 
betting brand identities (which are created and shaped by marketing strategies) 
appear to have a natural fit with many of the socialisation processes of young 
adults [Gordon & Chapman, 2014]. Marketing tactics incorporating celebrity 
endorsement were also shown to soften the risk perception associated with sports 
betting, including the risk of financial loss, and for non-sports bettors; the social 
concerns about engaging in an activity that has been, at least traditionally, 
stigmatised [Lamont et al., 2016].  
 
2.7.3 The influence of sports betting marketing on young men  
 
Few studies have attempted to explore the impact of sports betting advertising on 
young men, with the breadth of research in Australia clustered around the impact 
of advertising on young people’s sports betting attitudes and consumption 
intentions [Bestman et al., 2015; Pitt et al., 2016a; 2016b]. This represents a 
significant gap in the literature, given that young men are more likely to report 
positive attitudes towards online gambling forms [McCormack et al., 2014], are 
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more likely to engage in high skill gambling and prefer sports betting when 
compared to other gambling activities [Stevens & Young, 2009], and have been 
identified as a population experiencing harm from sports betting [Kerin, 2015; 
Financial Counselling Australia, 2016]. One study has set the scene for this thesis, 
conducted by Thomas et al. [2012b] which found that increased gambling 
promotion impacted upon the social rituals of some young men, with discussions 
about gambling becoming embedded within their peer conversations. The value 
of sports betting as a consumption activity was also clear in participants’ 
narratives, with some expressing feelings of isolation if they did not participate in 
gambling and accept the meanings of consumption put forward by the gambling 
industry [Thomas et al., 2012b]. Few studies have sought to systematically 
identify the range of appeals used within sports betting advertising to appeal to 
young men, and to our knowledge no studies have investigated how marketing 
strategies may interact with socio-cultural and environmental factors to influence 
young men’s gambling attitudes and behaviours. 
 
2.8 Chapter Summary  
 
Chapter two has outlined the research context for this thesis. In summary, there 
has been a slow shift from an individualised to a more comprehensive approach to 
understanding and preventing harmful gambling in Australia. Gambling products 
can be harmful to individuals, families and communities and a public health 
approach to gambling is timely given the liberalisation and expansion of the 
gambling industry. In Australia, regulatory mechanisms have failed to keep pace 
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with the developments in online mobile sports betting, which has contributed to a 
proliferation in marketing for sports betting products and providers. Researchers 
have begun to map the extent and content of advertising for sports betting, and 
several studies have explored the impact on sports betting attitudes and 
behaviours. These studies have predominantly focused on young children, 
however, with little research conducted with young men. Few studies have also 
explored how promotional tactics may interact or ‘springboard’ off other socio-
cultural factors to influence the gambling attitudes and behaviours of young men.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 60
Chapter Three: Theoretical and Conceptual Framework  
 
3.1 Chapter Overview  
 
This chapter reviews the three theories that have been used to understand how 
promotional tactics, amongst other socio-cultural factors, may influence the sports 
betting attitudes and behaviours of young men. Symbolic Consumption Theory 
[McCracken, 1986; 1988; 1993] was the first theory chosen. This theory was 
supplemented by an additional two theories as the thesis progressed. These 
included Rhodes’ [2002] commentary on the Risk Environment, and Rimal and 
Real’s [2003] perspective on the Social Norms Theory. Each of these theories is 
discussed in detail in the papers presented in this thesis. This chapter therefore 
provides a brief contextual overview of each of the theories.  
 
3.2 Symbolic Consumption Theory  
 
3.2.1 Brief overview of the foundations of Symbolic Consumption Theory  
 
Symbolic Consumption Theory [McCracken, 1986; 1988; 1993] is a theoretical 
framework that has been used by scholars to understand the consumption choices 
and behaviours of individuals and populations. This theory stems largely from a 
broad and adaptive school of thought known as Symbolic Interaction Theory 
[Mead, 1934] which posits that behaviour is guided by subjective meaning and 
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interpretation [Carter & Fuller, 2015]. Herbert Blumer [1969, p. 2] provides a 
clear summary of the core principles of Symbolic Interaction Theory noting that:  
1. Humans will act toward things on the basis of the meanings they 
ascribe to those things;  
2. The meaning of such things is derived from, or arises out of, the 
social interaction that one has with others and the society, and 
3. These meanings are often modified through an interpretative 
process used by the person in dealing with the things he or she 
encounters.  
The individual therefore lives in a subjective social world, whereby their 
behaviours (including their consumptive behaviours) are influenced by the 
symbolic meanings that they ascribe to any given behaviour, action or commodity 
[Rose, 1962]. These meanings are social products, which are formed in the 
context of social interaction [Mead, 1934], however, they are not static, nor are 
they fixed. Symbolic meanings may indeed be reflexive of the cultural and 
organisational contexts in which individuals live [Snow, 2001]. However there 
exists opportunity and potential for change [Rose, 1962; Herman & Reynolds, 
1994]. As will be discussed, this has important implications for consumer 
behaviour and the symbolic meanings of products, and how these can be carefully 
constructed and modified by marketing efforts.   
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3.2.2 The symbolic meaning of products 
 
All consumer products carry symbolic meaning [Elliot & Wattanasuwan, 1998] 
and consumer goods and services often have a significance that goes beyond their 
basic functional value [Grubb & Grathwohl, 1967; McCracken, 1986]. Symbolic 
consumption theory relates specifically to the process where consumers use the 
social meanings attached to products to shape their own self-image [Solomon, 
1983]. McCracken [1993] argues that consumers look to products for the 
meanings they need to help construct, sustain or reconstruct their self-identity. 
Individuals ‘symbolically purchase’ [Leigh & Gabel, 1992]. They form 
relationships with products and brands and use the meanings that are associated 
with the consumption of these products to define and convey their image 
[Fournier, 1998; Lennon et al., 2005; Scheffels, 2008]. The choices as to which 
self to construct and present are shaped, at least in part, by the possibility of social 
consequences [Elliot, 1997] and symbolic consumption behaviours often play out 
among individuals who place a high level of importance on peer group belonging 
[Otnes & Scott, 1996]. The uptake of a consumptive behaviour by members of a 
particular social group may therefore influence the attitudes and behaviours of 
others within the same group [Hoek et al., 2012].  
 
3.2.3 Marketing and the symbolic properties of products  
 
The symbolic properties of products are shaped and modified by the deliberate 
efforts of marketers. Product meanings are mediated by symbols and marketers 
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seek to develop upon and align their products with symbols that hold significance 
and cultural value for the consumer [McCracken, 1986; Otnes & Scott, 1996]. 
Lohof [1969, p. 6] describes the process as the “merchandising of a metaphor 
that will speak to and be understood by the collective imagination of the culture”. 
However, products can also be positioned in a way that introduces new symbols 
and meanings to transform existing rituals and practices associated with a 
particular commodity [Otnes & Scott, 1996].  
Marketers are also acutely aware of the experiences, needs and demands of the 
consumer [Elliot & Wattanasuwan, 1998]. Advertising can create new meanings, 
but it can also represent the cultural meanings taken directly from the lives of the 
consumer and invest these into the advertised product [Alaniz & Wilkes, 1995]. 
Consumers also play an active role in the co-creation of product meanings [Belk, 
1988; McCracken, 1988; Wattanasuwan, 2005]. For example, advertisements 
cannot represent ‘closed cultural products’ but rather rely on the participation of 
the consumer to ascribe product meaning [Law, 1992]. The process is 
interpretative and consumers must make sense of marketing appeals based on 
their own personal perceptions and experiences [Lannon, 1992]. Symbolic 
consumption is therefore always in transit, it is dynamic, constantly flowing to 
and from its several locations in the social world, aided by the efforts of 
marketers and the consumer [McCracken, 1988].  
 
3.2.4 Symbolic consumption appeals and the tobacco and alcohol industries  
 
The tobacco and alcohol industries used symbolic consumption at the forefront of 
their marketing strategies [Lohof, 1969; Wakefield et al., 2002; Dewhirst & 
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Davis, 2005; Gee & Jackson, 2010; Towns, Parker & Chase, 2012]. At times, 
these strategies were a calculated response to changing consumer attitudes and 
behaviours [Amos & Haglund, 2000], and at other times, marketing strategies 
introduced new symbols and meanings to the advertised product [Lohof, 1969; 
Gee & Jackson, 2010]. One of the finest examples from the early 1960’s is 
tobacco company Philip Morris’ ‘Marlboro Man’. The Marlboro brand is said to 
be a powerful representation of certain cultural meanings that have been carefully 
crafted and invested into the brand [McCracken, 1993]. For example, the 
Marlboro brand used one of the most genuinely accepted symbols of masculinity 
in America – the cowboy – to shape product meaning [Lohof, 1969]. In the mind 
of the consumer, a red and white box of cigarettes became a signifier of freedom, 
masculinity and American pride [McCracken, 1993].  
Marketers have also successfully aligned alcohol products with symbols that 
represent cultural significance, specifically as they relate to masculinity and sport 
[Smith, 2005; Mean, 2009; Palmer, 2009; Towns, Parker & Chase, 2012]. For 
example, scholars have argued that prior to regulation, alcohol advertisements 
were gender scripts for heterosexual young men [Smith, 2005]. Alcohol 
advertising conveyed many of the global and dominate signs, symbols and 
practices of masculinity, and augmented, localised and transformed them to suit 
local needs, tastes and markets [Law, 1997; Rowe & Gilmour, 2009; Mean, 2009; 
Gee & Jackson, 2010]. The alcohol industry has also used symbolic marketing 
practices which associated alcohol consumption with sport [Wenner & Jackson, 
2009; Mean, 2009]. Whilst the relationship between alcohol and sport seems 
conflicted, alcohol has indeed become central to the suite of activities surrounding 
Australian sport for some male sports fans [Rowe & Gilmour, 2009; Palmer, 
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2009]. Reviewing the literature about symbolic consumption appeals used in 
tobacco and alcohol advertising enabled the practical application of these 
concepts to sports betting advertisements. This was particularly helpful due to the 
overt similarities in the choice of symbolic appeals used by each industry. 
 
3.2.5 How has symbolic consumption theory been used in this thesis?  
 
The research in this thesis sought to document the symbolic consumption appeals 
used by the sports betting industry. The first paper in this thesis maps these 
symbolic appeals, and in particular investigated how these tactics may position 
betting as an inherent and exciting new ritual associated with young men’s 
sporting rituals. The second paper in this thesis explores the attitudes and 
perceptions of young men about sports betting marketing, the meaning of sports 
betting products, and the shifting rituals around sport and gambling. Paper Two 
investigated how young men may be co creating, accepting or rejecting the 
symbolic meanings of sports betting products.    
 
3.3 Risk Environments  
 
The second theory that was chosen to help understand young men’s sports betting 
consumption behaviours was Rhodes’ [2002] commentary on the risk 
environment. There are several socio-cultural and environmental factors that 
shape consumption behaviours. This theory was chosen to help explain how 
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environmental factors may shape the sports betting attitudes and behaviours of 
young men.  
 
3.3.1 The risk environment  
 
Consumer behaviours are complex and there exists several situational and 
structural pressures that influence an individuals’ decision to consume ‘risky’ 
products. For a long time, there has been an overreliance on models that 
emphasised individual risk factors as cause for various health outcomes and 
behaviours [Bandura, 1977; Kippax & Crawford, 1993]. Unhealthy choices and 
risk behaviours were simply conceptualised as the result of irrational choices and 
irresponsibility [Rhodes, 1995]. However, human beings are social beings, and 
without considering the lived experiences of individuals, and the web of contexts 
in which they make their decisions about risky consumption, we are unable to 
holistically understand health behaviours and outcomes [Rhodes & Cusick, 2000; 
Glass & McAtee, 2006]. Rhodes [2002] proposes that understanding risk 
behaviours requires an investigation of the environmental factors, and the 
situational contexts and pressures that influence decision-making. He also argues 
that risk is relative, and varies according to the social and relational dynamics of 
any given situation (or context) [Rhodes, 1997]. The risk environment is defined 
as “the space – whether social or physical – in which a variety of factors interact 
to increase the chances of harm occurring” [Rhodes, 2002, p. 88]. This includes 
the interplay between social norms, rules, social relationships and settings with 
the cultural and political organisation of a society [Glass & McAtee, 2006].  
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Rhodes’ [2002] approach has two aims. First, to create enabling environments for 
individuals and their health, and second, to shift the responsibility of ‘harm’ from 
the individual alone, to the situations and environments in which they find 
themselves.   
 
3.3.2 How is the Risk Environment approach used in this thesis?  
 
Paper Three investigated the range of environmental factors and situational 
pressures that influence young men’s gambling decisions. This included an 
analysis of the places and social settings in which young men consume sports 
betting products, and a thorough exploration of the factors within both online and 
offline gambling environments that may shape these consumption practices. The 
risk environment approach is helpful in understanding how gambling attitudes 
and behaviours can be contextual and influenced by situational and environmental 
factors.  
 
3.4 The Social Norms Theory  
 
The third theory that was chosen was the Social Norms Theory [Rimal & Real, 
2003]. Research has at times failed to consider how the social environment may 
influence the consumer attitudes and behaviours of individuals [Sowden & 
Grimmer, 2009]. This is problematic as material possessions and the consumption 
of branded commodities can be used to communicate peer belonging and social 
identities [O’Shaughnessy & O’Shaughnessy, 2002; Smith et al., 2008]. The 
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social environment does influence consumption attitudes and practices [Warde, 
1994]. The research in Paper Four investigated the social factors that may 
influence young men’s sports betting attitudes and behaviours. By adopting a 
social norms approach, the research sought to explain how peer influences may 
normalise sports betting as an accepted practice associated with young men’s 
sporting rituals.  
 
3.4.1 The normalisation of unhealthy behaviours  
 
Research shows that the consumption of risky products may become normalised 
within some population groups, and that this normalisation can be driven by 
social norms and influences [Borsari & Carey, 2001; Durrant & Thakker, 2003; 
Griffiths & Casswell, 2010; Wilson et al., 2010]. Normalisation is concerned with 
cultural change. With regard to consumer behaviours, this encompasses the way 
in which products (and the consumption of products) can form part of the normal 
activities of individuals in society [Duff, 2005]. This becomes challenging when 
products that are known to cause harm, for example drugs, alcohol and gambling, 
are normalised, which may potentially lead to excessive or over-consumption 
among some population groups. Marketers are also acutely aware of the social 
dynamics that influence consumption practices. Marketing strategies are often 
crafted in such a way that infiltrates, appropriates and expresses dominant 
representations of culture to influence consumer behaviour [McCreanor et al., 
2005]. Industries are attuned with the fluidity of social norms and the 
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opportunities they may have in shaping social identities associated with symbolic 
patterns of consumption [McCreanor et al., 2005].  
 
3.4.2 Social Norms  
 
Social norms provide a set of either implicit or explicit rules to guide behaviour in 
social contexts and settings. Whilst ideologies associated with social norms are 
diverse and at times disputed [Marini, 1984; Burchell et al., 2013], there are 
generally two types of norms that are referred to in the literature. These include 
descriptive norms, which are the perceived behaviours of the majority 
[Berkowitz, 2004], and injunctive norms, which are the behaviours and attitudes 
that are perceived as morally accepted [Larimer & Turner, 2004]. When 
descriptive norms are strong, it is hypothesised that individuals are more likely to 
perceive that their behaviour is normative [Perkins, 2002; Rimal & Real, 2003]. 
However, individuals may misperceive that their behaviours or attitudes reflect 
that of the majority [Thombs, 2000; Wechsler & Kuo, 2000], which highlights the 
subjectivity associated with social norms [Perkins & Wechsler, 1996]. Scholars 
argue that social norms become strong mediators of behaviour when one 
perceives that non-conformity will result in social consequences [Cialdini, Reno 
& Kallgren, 1990; Bendor & Swistak, 2001], for example, social consequences 
that may threaten an individual’s place or belonging within their peer group 
[Rimal & Real, 2003]. Being a member of a group can therefore come at a cost, 
as individuals who belong to a unified social network may conform to the values 
and behaviours of their peers, regardless of their own personal opinions [Lapinski 
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& Rimal, 2005; Iwamoto & Smiler, 2013]. Hogg and Reid [2006, p. 8] propose 
that what people say and do within groups can naturally communicate 
information about social norms (and is itself configured by norms and by 
‘normative concerns’). Individuals can therefore use their group member’s 
behaviours as social information to construct and construe group norms. Scholars 
have also shown that individuals who strongly identify with a group may 
experience positive emotions and solidarity when they conform to group norms 
[Christensen et al., 2004]. The notion that normative behaviour can hold positive 
self-related emotions has important implications when norms are centred on 
behaviours and attitudes that may lead to the excessive consumption of harmful 
commodities.  
 
3.4.3 How has the Social Norms Theory been used in this thesis?  
 
Paper Four investigated the social dynamics that may lead sports betting to 
become a normal activity for young men and their peers. Social norms cannot 
exist in the absence of communication and social interaction among individuals 
[Rimal & Real, 2003] and the research in this paper sought to explore the social 
contexts and social dynamics of the consumption of sports betting among young 
men. This included the way young men may consume sports betting products to 
belong to their social group, and the way they used sports betting to convey their 
social identity and interests to their peers.  
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3.5 Chapter Summary  
 
Chapter three has outlined the three theoretical frameworks used for the research 
in this thesis. Each theory explains different factors that influence consumer 
behaviour, and these have been applied to help understand the sports betting 
attitudes and behaviours of young men. This includes the commercial factors and 
symbolic appeals used in advertising to shape meaning around commodities 
(Symbolic Consumption Theory), the interplay between various environmental 
factors that may impede judgements and decisions about risky products (Risk 
Environments), and the social factors that may normalise consumer behaviours 
and practices among population groups (Social Norms Theory).  
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Chapter Four: Research Design and Methods  
 
4.1 Chapter Overview  
 
Chapter Four begins with reinstating the research aims and research questions of 
the thesis, and provides a general outline of each research phase. An overview of 
the qualitative paradigm is then provided, which clearly states the epistemological 
and ontological stance of the research in this thesis. This is followed by a detailed 
outline of the methodological approach to both Phase One and Phase Two, and 
the methods employed to collect, interpret and analyse the data for each Phase. 
The ethical considerations of Phase Two are then discussed at the end of this 
chapter.   
 
4.1.1 Research Aim  
 
The overall aim of this thesis was to explore the promotional tactics of the sports 
betting industry, and to understand how these practices influenced the gambling 
attitudes and behaviours of young Australian men. Specifically, the project aimed 
to provide both a theoretical and empirical understanding of the use of symbolic 
marketing appeals in sports betting advertisements and to understand how this 
shapes the gambling attitudes and behaviours of young male sports fans. The 
thesis sought to document the many socio-cultural and environmental factors that 
may influence the sports betting practices of this demographic. This included the 
role of and relationship between sports betting marketing and gambling 
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environments (macro environment), and the role of peers and social norms 
surrounding gambling behaviour (micro environment), and how these factors may 
combine, interact and/or predispose individuals to gambling harm.  
 
4.1.2 Research Questions  
 
The thesis was guided by three overarching research questions:  
1. What are the promotional tactics used by the sports betting industry to 
appeal to young men?  
2. How might these tactics, among other socio-cultural and environmental 
factors, shape the sports betting attitudes and behaviours of young male 
sports fans?  
3. What are the lessons for public health in preventing and reducing the risks 
posed by sports betting marketing for young men?  
 
4.1.3 Thesis Structure  
 
The thesis comprised two distinct phases. Phase One employed a mixed methods 
interpretative content analysis to explore the written, verbal and visual symbolism 
used within a sample of Australian sports betting advertisements. Table Two 
provides an outline of the aim, research questions and methods of this phase. 
These methods will be expanded upon later in the chapter.  
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Table Two: Phase One   
Phase One: Content Analysis of Sports Betting Advertisements 
Aim: To explore the use of symbolism in sports betting advertisements in Australia. 
Research Questions:  
1. What symbols and meanings is the sports betting industry attaching to its products?  
2. How are these cultural meanings and symbols aligned with existing gambling 
practices?  
3. Are gambling providers introducing new marketing symbols and meanings to 
transform existing ritualised contexts?  
Symbolic Consumption Theory (McCracken, 1986) 
Approach: Interpretative content analysis (Elo & Kyngas, 2008) 
Sampling: Broad internet search strategies to identify a range of advertisements with diverse 
symbolic creatives.  
Analysis: A directed [Hsieh & Shannon, 2005] and inductive approach [Zhang & Wildemuth, 
2009] was employed to develop a coding template to code the data. Open coding and constant 
comparative method used to qualitatively analyse the data. SPSS Descriptive Statistics used 
to analyse quantitative data.   
Paper One: Creating Symbolic Cultures of Consumption: an analysis of the content of sports 
wagering advertisements in Australia.  
  
Phase Two aimed to explore how sports betting has been taken up by young male 
sports fans and how marketing, amongst other socio-cultural and environmental 
factors may shape these consumption practices. Table Three outlines the three 
distinct studies in Phase Two. This phase employed a qualitative approach and 
semi structured interviews were conducted with a sample of 20-37 year old males. 
The methods will be expanded upon later in the chapter.  
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Table Three: Phase Two  
 
Phase Two: Qualitative interviews with 50 young males 
Aim: to explore how sports betting has been taken up by young male sports fans and how marketing amongst other socio-cultural and environmental factors may shape 
consumption attitudes and practices. 
Methodology: Constructivist Grounded Theory (Charmaz, 2014) 
Recruitment: Convenience and Snow balling  (Patton, 1990) 
Data Collection: Semi structured qualitative interviews (30-60 mins) 
Data Analysis: Constant Comparative Method (Glaser, 1965) & Thematic Networks (Attride-Stirling, 2001) 
Study One: Research Questions 
1) How do marketing mechanisms seek to create a 
cultural alignment between betting and sport?  
2) Is there evidence that marketing strategies may be 
influencing new betting identities associated with 
sport?  
3) Do specific forms of promotions encourage young 
men to gamble more frequently and on events that 
they would not otherwise bet on?  
4) Are there specific strategies that may have the 
potential to reduce or prevent the risks or harms 
posed by the marketing for these products?  
 
Study Two: Research Questions  
1) Are there distinct factors that encourage young men 
to consume gambling products in different gambling 
environments?  
2) Do these factors contribute to risky gambling 
behaviours, for example, gambling more than they 
normally would, or gambling on different products?  
3) Does gambling co-exist with other forms of risky 
behaviours in some environments?  
Study Three: Research Questions  
1) What role does sports wagering play within peer 
groups and to what extent do individuals gamble on 
sports within peer groups? 
2) What role do social norms play in the establishment 
of sports wagering rituals in and among the group?  
3) Does language play a role in shaping young men’s 
perception about (and ascribed meaning towards) 
sports wagering? 
Symbolic Consumption Theory (McCracken, 1986) The Risk Environment Approach (Rhodes, 2002) Social Norms Theory (Rimal & Real, 2003) 
 Paper Two: The influence of marketing on the sports 
betting attitudes and consumption behaviours of young 
men: implications for harm reduction and prevention 
strategies 
Paper Three: “I can sit on the beach and punt through 
my mobile phone”: The influence of physical and online 
environments on the gambling risk behaviours of young 
men 
Paper Four: The role of peer influences on the 
normalisation of sports wagering: a qualitative study of 
Australian men 
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4.2 Qualitative Paradigm  
 
The epistemological debate about how best to conduct research has engaged 
philosophers and methodologists for centuries [Denzin & Lincoln, 2011]. This 
debate has focused on the value of two fundamentally different paradigms (or 
worldviews) [Patton, 1990]. These include logical-positivism, which uses 
quantitative methods to test hypothetical-deductive generalisations, and 
phenomenological inquiry and the use of qualitative methods to understand the 
human experience in context specific settings [Patton, 1990]. One of the main 
incompatibilities between the two inquiry paradigms is the difference in how 
reality is perceived and construed; the ontological question [Guba & Lincoln, 
1994; Mills, Bonner & Francis, 2006]. Qualitative approaches by nature 
contradict the premise in which positivism is built; that truth is objective, 
quantifiable, and transcends personal bias and opinion [Carey, 1989]. On the 
contrary, qualitative inquiry concerns the world of lived experiences, where 
individual belief and experience intersect with culture to create multiple, context 
specific, and intangible mental constructions of reality [Denzin & Lincoln, 2011]. 
In ensuring a strong and methodologically sound research design, researchers 
must choose a paradigm that is congruent with their beliefs about the nature of 
reality [Mills, Bonner & Francis, 2006]. The researchers ontological positioning 
is important, so too, is their epistemological stance, both of which will guide how 
the researcher goes about finding out what they believe can be known [Guba & 
Lincoln, 1994].  
The research in this thesis takes a relativist ontological position assuming that 
rationality, truth, and social norms are context dependent and socially constructed 
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[Bernstein, 1983]. The epistemological stance of the research is that subjectivity 
in research cannot be ignored, that instead, researchers form part of the research 
journey, they are not mere objective observers of a phenomena [Appleton & 
King, 1997]. 
 
4.3 Phase One: A content analysis of Australian wagering 
advertisements  
 
Phase One sought to map the symbolic marketing appeals used by the sports 
betting industry to align their products with socially and culturally valued 
symbols, rituals and practices. This study was an important part of the overall 
thesis, as it explored the types of meanings being attached to sports betting 
products, and guided the approach to Phase Two. Phase One draws upon the 
existing conceptual understandings of symbolic consumption (and the use of 
symbolism used in marketing for tobacco and alcohol) and provides a template 
for other researchers to map the use of symbolism in gambling marketing over 
time.  
 
4.3.1 Approach: Interpretive content analysis  
 
A mixed methods interpretative content analysis was employed to explore the 
written, verbal and visual symbolism used within a sample of 85 Australian sports 
betting advertisements [Elo & Kyngas, 2008]. The aim of a content analysis is to 
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attain a condensed and concise description of the phenomenon of interest, and the 
analytic outcome is concepts (categories) that describe the phenomenon [Elo & 
Kyngas, 2008]. The primary purpose of using a content analysis approach was to 
identify the promotional tactics of the sports betting industry and to provide a tool 
to enable researchers in the future to describe trends in communication content 
and marketing strategies [Weber, 1990]. Interpretative content analyses differ 
from traditional content analyses primarily in the way in which the data is coded 
[Ahuvia, 2001]. Researchers take a holistic approach to data interpretation, and 
consider how the rest of the text may influence the interpretation of the part being 
coded. Context is therefore instrumental in how the piece of work is interpreted 
and subsequently coded and categorised [Ahuvia, 2001]. Categories can therefore 
represent either explicit communication or inferred meaning [Hsieh & Shannon, 
2005].  
 
4.3.2 Sampling  
 
A total of 85 sports betting advertisements were identified from eleven sports 
betting providers, including Bet365.com.au (n=2), Betfair.com.au (n=6), 
Centrebet.com.au (n=10), CrownBet.com.au (n=5), Ladbrokes.com.au (n=9), 
Sportingbet.com.au (n=9), Sportsbet.com.au (n=18), TAB.com.au (n=12), 
TomWaterhouse.com (n=4), UBET.com.au (n=4), and Williamhill.com.au (n=6).  
A broad internet search strategy was used to identify a range of advertisements 
with diverse creative strategies. A sampling timeframe of between January 2008 
and October 2015 was chosen. We chose 2008 as a starting date due to the Betfair 
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High Court ruling (as described in section 2.4.3), which prompted strong 
corporate interest in the Australian gambling market. While the aim was to 
include all the major Australian sports betting brands for this time period, not all 
of the brands advertised across the entire sampling timeframe. Consequently, 
some of the chosen brands no longer operate in the Australian betting market, 
including Centrebet.com.au and Sportingbet.com.au, both acquired by British 
parent company ‘William Hill’ [Gardner, 2015]. Selected providers were also 
crosschecked with other studies exploring the content of sports betting marketing 
on social media [Thomas et al., 2015], and during sporting matches [Thomas et 
al., 2012a].  
 
4.3.3 Internet Search Strategy  
 
Advertisements were identified using two main search strategies. First, by 
conducting general internet Google searches using the sports betting company 
brand names, along with the terms ‘advertisement’, ‘TV ad’, ‘promotion’, and 
‘marketing’; second, by using these search terms on gambling operators’ 
websites, YouTube channels, and marketing trade websites. For example, most 
sports betting companies and providers have dedicated ‘channels’ on YouTube 
where advertisements are uploaded and stored [Thomas et al., 2015]. Given the 
mode in which advertisements were identified, it was difficult to ascertain the 
exact date they had aired on Australian television, and this was the main 
methodological difficulty in using the internet as a collection repository. The 
inclusion of a diverse range of sports betting providers, a long sampling time 
 80
frame, and a reliance on advertisements that were uploaded to the internet, may 
explain the variation in the number of advertisements identified for each of the 
brands.  
 
4.3.4 Inclusion Criteria  
 
Zhang and Wildemuth [2009] note that content analyses can consist of 
purposively selected texts which can help answer the research questions under 
investigation. In guiding the sample selection process for this study, an 
inclusion/exclusion criterion was established. To be included in the sample, 
advertisements had to contain a message about ‘gamblers’ help services’ or 
‘responsible gambling’, as this is a regulatory requirement for all gambling 
advertisements shown on Australian free to air television [Australian 
Communications and Media Authority, 2015]. When the brand was an 
international provider operating in Australia, advertisements were retrieved from 
Australian websites, including Betfair.com.au and Ladbrokes.com.au. All 
advertisements with a YouTube date stamp between January 2008 and October 
2015 were included for analysis. Advertisements from sports betting providers 
that promoted non-monetary competitions, such as tipping competitions, and 
‘market update’ advertisements, which solely contained odds information and 
lacked a creative storyline and symbolism, were excluded from the analyses.  
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4.3.5 Developing a coding template  
 
A directed [Hsieh & Shannon, 2005] and inductive approach [Zhang & 
Wildemuth, 2009] was used to develop a coding template to analyse the 
advertisements. A directed approach is often employed when existing theory or 
prior research can help focus the research questions and to help determine an 
initial coding schema [Hsieh & Shannon, 2005]. This involved reviewing 
published literature about the symbolic appeals used in the marketing for tobacco, 
alcohol and gambling products [Strate, 1992; Hall & Crum, 1994; Dewhirst & 
Davis, 2005; Sklar & Derevensky 2010; Towns, Parker & Chase, 2012; Pettigrew 
et al., 2012]. From this review a variety of marketing appeals were identified 
which were grouped into seven coding categories – Adventure, Thrill and Risk; 
Gender Stereotypes; Mateship and Peer Bonding; Patriotism; Sexualised Imagery; 
Social Status; and Winning. These themes were used as a starting point for the 
coding framework – what is referred to as a ‘deductive category application’ 
[Hsieh & Shannon, 2005]. Due to limited studies investigating the themes within 
sports betting advertisements, an inductive approach (by which themes and 
categories emerge from the data) [Zhang & Wildemuth, 2009], was then used to 
incorporate any missing themes. A sample of sports betting advertisements were 
viewed several times, transcribed, and notes taken about the content of each to 
identify these themes. Three extra categories were included in the final coding 
framework and include: Happiness; Power and Control; and Sports Fan Rituals 
and Behaviours.  
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4.3.6 Data Analysis  
 
The coding template was used to analyse each of the advertisements and the 
analytic process was interpretative [Elo & Kyngas, 2008]. Advertisements were 
viewed several times and coded according to the descriptions outlined in the 
coding framework. The voiceover narrative of each advertisement was transcribed 
and a small description was provided for each symbol coded for in each of the 
advertisements. A small sample of advertisements (10%) were then independently 
viewed and coded by another member of the research team, with any 
discrepancies in coding discussed to reach a consensus. This approach is similar 
to those used in other interpretative content analytic studies [Pettigrew et al., 
2012]. Frequency counts were performed to quantify the major themes and 
associated symbols for each advertisement. The transcripts and typologies of each 
advertisement were then qualitatively analysed. This involved a process of open-
coding and constant comparison, where the coding of a symbol for each 
advertisement was compared to previous incidents coded in the same category 
[Glaser, 1965].  
 
4.4 Phase Two: Qualitative interviews with young men  
 
Phase Two aimed to explore how sports betting has been taken up by young male 
sports fans and how marketing, amongst other socio-cultural and environmental 
factors may shape these consumption practices. This phase employed a qualitative 
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approach and semi structured interviews were conducted with a sample of 20-37 
year old males.  
 
4.4.1 Constructivist Grounded Theory Approach  
 
Phase Two is guided by a Constructivist Grounded Theory (CGT) approach 
which treats research as a social construct [Charmaz, 2014]. Constructivist 
Grounded Theory evolved from Grounded Theory (GT) a methodology that seeks 
to inductively construct theory about issues of importance in individuals’ lives 
[Glaser & Strauss, 1967]. CGT preserves the useful methodological principles of 
Grounded Theory but places them on a relativist epistemological foundation 
[Charmaz, 2015]. Constructivism is a research paradigm that denies the existence 
of an objective and quantifiable reality, and asserts instead that realities are social 
constructs of the mind, and that there exists as many constructed realities as there 
are individuals [Mills, Bonner & Francis, 2006; Charmaz, 2014]. The 
constructivist approach ‘shreds notions of a neutral observer and value-free 
expert’ and assumes that the researchers’ privileges, perspectives and interactions 
influence the way they collect, interpret and analyse data [Charmaz, 2014, p. 13]. 
Research participants also make assumptions about what is real and possess 
stocks of knowledge and experience that influence their interpretation and 
insights throughout the research process [Charmaz, 2006]. In CGT, subjectivities 
matter, values shape what stands as facts, and in the end, research findings are 
interpretations of multiple realities that have been mutually constructed by the 
researcher and the participant [Charmaz, 2011; Higginbottom & Lauridsen, 
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2014]. The aim is to achieve an interpretative understanding of participants’ 
realities that account for context [Charmaz, 2008]. A CGT approach is 
improvisational and the researcher responds and fine-tunes methods to suit the 
emergent theories and insights [Charmaz, 2008].  
 
4.4.2 Qualitative Inquiry  
 
Qualitative inquiry is concerned with holistically understanding the human 
experience in specific contexts and sampling methods differ considerably from 
quantitative approaches [Patton, 1990]. Statistically representative samples and 
the generalizability of results are generally not applicable in qualitative inquiry, 
simply because they do not align with the purposes of qualitative research 
[Patton, 1990; Silverman, 2001]. Silverman [2001] notes that to construct a 
representative and random sample of cases, the sample size would be too large 
precluding the depth of analysis preferred in qualitative research. This does not 
mean however, that qualitative research cannot produce explanations that have 
wider resonance [Mason, 1996]. Instead, Bryman [1988, p. 90] argues that 
qualitative inquiry follows a theoretical logic and that “the issue should be 
couched in terms of the generalizability of cases to theoretical propositions rather 
than to populations or universes”. This has important implications for the way in 
which samples are both purposefully [Patton, 1990], and theoretically [Glaser & 
Strauss, 1967] selected in qualitative studies. Typically, qualitative research 
focuses in on information rich cases that have been purposefully selected [Patton, 
1990]. Participants are chosen because they embody particular characteristics, or 
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may have had unique experiences that are central to the aims and objectives of the 
research [Ritchie, Lewis & Elam, 2003]. Purposeful sampling requires the 
researcher to think critically about the parameters of the population they are 
interested in and to choose the sample carefully on this basis [Silverman, 2001].  
Another important component of the sampling for qualitative research is that 
methods are often theoretically oriented and directed towards generating a 
conceptual understanding of the phenomenon of interest [Breckenridge, 2009]. 
Glaser & Strauss, [1967, p. 45] describe theoretical sampling as ‘the process of 
data collection for generating theory’ whereby the researcher jointly collects, 
codes and analyses the data, and decides what data to collect next, and where to 
focus sampling efforts, to develop theory as it emerges. The sample is selected to 
explicate and refine the emerging conceptual understandings of the research 
[Breckenridge, 2009]. These sampling methods allow for greater flexibility and 
ensure the inclusion and exploration of important and perhaps previously 
unconsidered concepts [Silverman, 2001].  
 
4.4.3 Sampling  
 
Phase Two of the thesis employed both purposive [Patton, 1990] and theoretical 
[Glaser, 1978] sampling methods to recruit participants. Coyne [1997] proposes 
that researchers must have some idea about where to begin sampling, however, 
this does not have to dictate where the sampling may lead. A general criterion 
was developed to start the recruitment process. This included young men aged 20-
37 who were fans of either the NRL or AFL and who gambled on these sporting 
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codes. Given that the sampling for Phase Two was also theoretically oriented, 
participants were recruited in blocks at a time (usually 5-10 participants), and the 
data was analysed alongside data collection – an iterative and inductive process. 
As the study progressed, theoretical insights into the role of socio-cultural factors 
on gambling behaviour emerged. Snowball sampling [Patton, 1990] was therefore 
used to locate participants who were part of the broader friendship networks of 
recruited participants.  
The decision of when to cease recruitment was also guided by the study’s 
sampling methods. The theoretical sampling approach assures relevance 
regardless of sample size by progressively tailoring recruitment procedures to 
serve the emergent theory [Glaser & Strauss, 1967]. Breckenridge [2009, p. 120] 
notes that theoretical saturation is not mere ‘descriptive redundancy’ rather one is 
concerned with saturation at a ‘conceptual level’. This ensures that categories and 
their properties are sufficiently dense, and occurs when data no longer generates 
new theoretical leads [Glaser & Strauss, 1967]. The identification of an outlier 
(participant #38) and an explanation and understanding of the mechanisms that 
fostered an ‘atypical’ case, helped to inform this process in Phase Two of this 
thesis. Taylor and Bogdan [1998] contest that by investigating negative cases, 
researchers are able to gain valuable insight from what seems to be the smallest 
and most insignificant data, which often proves to be the contrary. For example, 
unlike many participants interviewed in this study, participant #38 gambled on 
sport with his father; he did not have a mobile betting account, nor participated in 
a punter’s club with his friends. He described being part of a smaller peer group 
(< 4) than most participants in the study, and explained that sports betting rarely 
came up in conversations and activities with his friends. This was largely a result 
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of having friends who did not share his passion for NRL. Participant #38 had 
opinions that were in stark contrast to the majority of the participants regarding 
the normality and social acceptability of sports betting as a gambling form.    
 
4.4.4 Recruitment methods  
 
Several strategies were employed to recruit participants including University 
posters and through emailing lists, flyers in sport and recreational facilities, posts 
on social media (Facebook and Twitter), advertisements on sports betting and 
wagering forums, and a newspaper article with information about the study. All 
recruitment collateral is attached in Appendix A. Participants were recruited over 
the course of one year (April 2015 – April 2016) and were sent a consent form 
and participant information sheet prior to making the decision to participate in the 
study. A total of 52 young men participated in the research. Two were excluded 
because they did not fit within the parameters originally outlined for participation. 
Participant #1 was excluded from the data set as it became apparent that he 
wagered exclusively on horses and harness racing (not sport), and participant #45 
because he was considerably older than the age range outlined for the study. It 
must also be noted that participant #43, whilst he no longer gambled on sport, was 
included in the sample due to his experiences as a former problem sports gambler. 
He was recruited through contact made with a problem gambling advocacy 
program and his personal story was deemed valuable in understanding the aims 
and objectives of the research.    
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4.4.5 Data Interpretation  
 
Qualitative study designs are naturalistic in nature. The inquirer does not 
manipulate or alter the research setting and has an aim to understand phenomena 
in its naturally occurring states [Patton, 1990; Denzin & Lincoln, 2011]. Guba 
[1978] describes it as ‘discovery-oriented’, placing no prior constraints on what 
the findings and outcomes of the research will be, nor having any preconceived 
ideas to prove or disprove [Mills, Bonner & Francis, 2006]. Qualitative methods 
are therefore oriented towards exploration and inductive logic [Patton, 1990]. 
Data collection and data analysis occur simultaneously and early analytic work 
leads researchers to collect more data about emerging themes and questions 
[Charmaz, 2015]. Charmaz [2015] notes that this can help researchers to manage 
their study without feeling overwhelmed by volumes of unfocused data, which 
does not contribute to existing themes or lead to any new conceptual insights.  
Qualitative research can produce a mass of data and there are no stringent rules to 
data interpretation [Miles & Huberman, 1984]. However, the purpose must be to 
make sense of the data and to create a fair representation of the study’s findings 
[Green et al., 2007]. Strauss & Corbin [1990, p. 59] argue ‘doing analysis is 
making interpretations’. Grounded Theory studies, including those that may have 
evolved from GT presumably have one core and fundamental analytic tool – the 
constant comparison method of data analysis [Mills, Bonner & Francis, 2006]. 
This tool provides guidance for qualitative researchers to appropriately analyse 
data, whilst allowing for flexibility and creativity in data interpretation [Hallberg, 
2006]. The constant comparative method is a comprehensive approach, and 
includes the comparison of emerging codes, categories and dimensions to explore 
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variations, differences and similarities of the data [Hallberg, 2006]. Emerging 
categories must fit and convey the data that has been collected rather than the 
enforcement of preconceived concepts over the data [Hallberg, 2006]. Given the 
inductive nature of this thesis, it was unclear what themes would be explicated 
from the data, however as the study progressed the building blocks of the research 
became clear.  
 
4.4.6 Data Collection and Interview Schedule  
 
The data collection and analysis phase of this research was an iterative process. 
Data was collected over the course of a year (April 2015 – April 2016) and semi 
structured interviews lasting 30 to 60 minutes (averaging 40 to 45 minutes) were 
used to gather information. Open-ended questions were used to encourage 
discussion, allowing participants’ stories to emerge [Charmaz, 2006]. A small 
number (3) of interviews were conducted face to face on the University campus, 
with the remainder conducted over the phone. With participants’ consent, 
interviews were taped for transcription purposes and all identifiable data was 
removed from the transcripts to ensure participants’ confidentiality. Transcripts 
were then stored in a locked office on the University campus and electronic 
copies in password-protected folders.  
Throughout the interview, participants were asked demographic information (age, 
occupation, postcode and highest level of education) and about their gambling 
activities and behaviours (including financial spend, personal caps or limits, and 
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the types of gambling they participated in). Several themes were used as guiding 
topics:  
1. Sports participation and peer group rituals surrounding sport and 
gambling; 
2. Early experiences with gambling and how gambling behaviours had 
changed over time;  
3. The current gambling environment and the introduction of mobile app and 
online based gambling;  
4. Gambling marketing and the strategies used by the sports betting industry 
to align products with sporting codes and teams; and  
5. Regulatory suggestions to prevent individuals experiencing gambling 
harm.   
An interview guide was developed and used to avoid loaded or leading questions 
and to provide direction for the interview [Charmaz, 2015]. The bulk of the 
themes in the interview guide remained consistent, however several questions 
were added or slightly revised in the early stages of data collection to ensure these 
themes could be explored with other participants. These amendments have been 
summarised in Table Four and the final interview schedule is attached in 
Appendix B.   
Table Four: Changes made to the interview schedule  
5/5/2015  
Version 2  
· Accessibility  
Q. How do you think gambling in Australia has changed over the last five 
years? [Prompts: more accessible, marketed more, aligned with sports etc.]. 
What do you think about that?  
Q. Does having an app on your phone mean that you gamble more than if you 
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had to go to a venue to gamble? Can you tell me a bit about your experience 
with this?  
· Limits and controls 
Q. Do you employ any strategies to try and limit the amount you spend on 
gambling each month? What are these?  
Q. What would be a sign that you might be exceeding your limits?  
· Environments in which young men gamble 
Q. Do you ever gamble in a venue (e.g. Club, Pub or TAB) and why? Do you 
tend to gamble alone, or with friends? Is gambling secondary to the main reason 
you go to venues? Will you gamble on more than one thing in a venue?  
· Rewording of marketing questions  
I.e. Do you think gambling advertisements sell sports betting as an activity that 
is patriotic, or something you do if you are a good or loyal sports fan?  
Replaced with Q: When you think about ads for sports betting, what is it do you 
think that they are trying to promote? (Prompts: winning, loyal sports fan, 
wealth etc.).  
· PGSI   
The 9 item PGSI screening tool was incorporated to assess participant’s level of 
risk and to complement participants’ own subjective measures of gambling 
behaviour.  
25/5/2015 
Version 2.1  
15/7/2015 
Version 2.2 
· Interview was refined due to repetition  
· Questions relating to peer rituals were grouped so they were discussed 
in the same section (rather than scattered throughout the interview).  
24/8/2015 
Version 2.3  
· Role of peers in gambling risk  
Q. Are there are social situations or environments that encourage you to spend 
more money on gambling than you normally would?  
Q. Do you hear about your friends wins? What about their losses? Do they 
discuss with you how much they have invested overall?  
1/9/2015 
Version 2.4  
· Peer Pressure  
Q. Is it expected in your peer group for you to have a bet on sport when you are 
watching the match together? Or is it assumed that you would have?  
· Social acceptability  
Q. How do you think sports betting is perceived in society compared to other 
forms of gambling?  
Q. Are some forms of gambling more socially acceptable than others in your 
peer group? Why?  
 
13/10/2015 · Peer influences   
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Version 2.5  Q. Why do you gamble on sport together? Added as a prompt to questions 
‘What role does gambling play in your peer group?’  
 
 
4.4.7 Data Analysis  
 
Participants’ demographic data were entered into SPSS and analysed using basic 
descriptive statistics. Transcripts were uploaded to QSR NVivo 10, which was 
used as a data management tool. After the completion of five interviews, data 
interpretation began. The first formal analytic step was to code the data. Coding 
refers to naming segments of data with a label that intends to categorise, 
summarise and account for each piece of the data [Charmaz, 2006, p. 45]. 
Charmaz [2006] describes coding as ‘the bones of your analysis’ that shape an 
analytic frame from which the analysis is built on. The constant comparative 
method of analysis was used to refine and explore the relationship between each 
code. This was done by reading and re-reading the transcripts and listening to the 
audio of each interview. At this stage, the research team met regularly to discuss 
the emerging concepts, and how this influenced 1) the interview schedule through 
the inclusion of different themes of inquiry and 2) the recruitment of further 
participants to support the emergent theory.  
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4.5 Ethical issues  
 
Ethical considerations in qualitative design are very important, namely because of 
the highly personal and interpersonal nature of the inquiry [Patton, 1990]. 
Consequently, qualitative methods typically involve greater reactivity than 
quantitative approaches and several issues must be considered [Patton, 1990]. The 
research in Phase Two was approved by the University’s Human Research Ethics 
Committee prior to the recruitment phase. The ethics acceptance letter is attached 
in Appendix C.  
 
4.5.1 Informed Consent  
 
Informed consent ensures that participants know about the purpose of the research 
and that their participation is voluntary and may be withdrawn at any stage, and 
that they are aware of any potential risks and benefits [Kimmel, 1988]. This 
information (in the form of a consent and participant information sheet) was given 
to the young men who participated in an interview. Verbal consent was obtained 
from each participant prior to the interview and participants were given the 
opportunity to ask any questions about the research.  
Patton [1990] contests that researchers must critically think about any foreseeable 
risks, including psychological stress for participants, and appropriate responses to 
these prior to collecting qualitative data. Given that the interview was about 
gambling, it was anticipated that participants could become uncomfortable with 
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some questions being asked. ‘Gamblers Help’ and Lifeline contacts were 
provided on the information sheet and when participants discussed any problems 
with gambling they were referred to this information.   
 
4.5.2 Confidentiality  
 
Privacy and confidentiality are ethical issues that are crucial to qualitative 
researchers who, by the nature of the chosen inquiry, request that individuals 
share with them their thoughts, attitudes, opinions and experiences [Kimmel, 
1988]. As an extension of privacy, confidentiality in research refers to agreements 
between participants and researchers that limit others’ access to private 
information [Kimmel, 1988]. Participants’ personal contact information therefore 
remained locked in electronic files and all identifying data were removed from 
transcripts, publications, and conference material. Each participant was given a 
pseudonym, which was later replaced with a numerical code. The latter was 
perceived to be a more effective way to manage the data set.  
 
4.6 Chapter Summary  
 
Chapter Four outlines the methods used to collect, interpret and analyse the data 
for each phase of the research. The chapter begins by reinstating the research aims 
and the structure of the thesis. A brief overview of the methodological approach 
and guiding paradigm for each phase has also been considered. The chapter then 
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summarises the ethical considerations for Phase Two of the research. The four 
peer reviewed academic papers will be presented in Chapter Five.  
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Chapter Six: Discussion 
 
6.1 Introduction  
 
The aim of this thesis was to examine how the promotional strategies aligned with 
sports betting in Australia may be creating new consumption symbols relating to 
gambling and sport, and the impact these promotional strategies may have on the 
gambling consumption attitudes and behaviours of young adult male sports fans. 
The data collected in this thesis (and presented in four peer-reviewed published 
research articles) represents one of the first comprehensive public health studies 
on the impact of sports betting marketing tactics on young men in Australia, and 
how these marketing tactics interacted with a range of socio-cultural and 
environmental factors to influence gambling behaviours. The key points for 
discussion have already been presented in each of the published papers associated 
with this thesis. In this chapter, I provide a summary of these key findings as they 
relate to each of the broad research questions associated with the study. I then 
discuss the implications of the study for policy and practices, the impact that the 
study has already had on harm reduction strategies, and suggestions for future 
research.  
 
6.2 Key findings from the research  
 
6.2.1 RQ1: What are the promotional tactics used by the sports betting industry to 
appeal to young men?  
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Phase One of this thesis sought to investigate RQ1 by mapping the symbolic 
appeals used by the sports betting industry to appeal to young men and to 
influence the consumption symbols related to sports betting. The findings from 
this research phase clearly demonstrate that the gambling industry uses a range of 
symbolic consumption appeals to align and embed gambling within consumer 
experiences. These types of promotional tactics originate from the marketing 
practices of the tobacco and alcohol industries [Alaniz & Wilkes, 1998; 
Cummings et al., 2002;]. In particular, the sports betting industry has sought to 
create a new symbolic association between betting and the normal practices of 
sports fan behaviours, which is amplified by the way in which sport is, in essence, 
the product for wagering providers. Sports betting advertisements aligned 
gambling with male peer-based social activities, not only as they related to sport, 
but also in other social and situational settings. Many advertisements featured 
groups of young males and portrayed sports betting as an activity that facilitated 
mateship and social bonding. The male peer group appears in Strate’s [1992] 
analysis of beer advertisements; he argues that such depictions play “on the 
common misconception that drinking, when it is done socially and publically, 
cannot be harmful” [p. 88]. Sports betting advertisements convey a similar 
notion, whereby the male peer group is positioned as an appropriate site for safe 
and responsible gambling consumption. As will be discussed, the findings from 
Phase Two challenge this idea and identify a range of social factors that amplify 
the gambling risk behaviours of young men. Further, while such depictions are 
constructed to portray ‘low-risk’ gambling, research shows that at the wider 
population or community level, low-risk and moderate risk gambling contributed 
to 80% of the burden of gambling related harm [Browne et al., 2016]. The 
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depictions of gambling in social situations were often overlaid with symbolic 
representations of masculinity and mateship, which served to distinguish sports 
bettors as somehow separate from those participating in poker machine gambling. 
These representations lend themselves to social acceptability and normalisation. 
As noted in the review of the literature in Chapter Two, the Australian 
government has made a concerted effort to reduce the extent of sports betting 
advertisements during live and broadcast sport [Doran, 2017]. These regulatory 
changes have been met with stiff resistance from sporting codes, yet are an 
important step in denormalising gambling as an inherent activity of sports fan 
behaviours. However, this legislation does not comprehensively address the use 
of symbolism in promotional tactics. The use of overtly normalised depictions of 
gambling compared to gamblers help or harm messaging remains imbalanced. 
Further, formal community complaints about the highly gendered and sexual 
connotations in sports betting advertisements have been dismissed despite being 
in breach of the ACMA Code of Practice [Advertising Standards Bureau, 2015; 
2016a]. Policy makers must begin to consider the content of and community 
dissatisfaction towards sports betting advertising and the opportunities to respond 
to the symbolic consumption practices being observed in marketing strategies. 
Specific policy recommendations are outlined in Section 6.3.  
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6.2.2 RQ2: How might the promotional tactics used by the sports betting industry, 
among other socio-cultural and environmental factors, shape the sports betting 
attitudes and behaviours of young male sports fans?  
 
Phase Two of the thesis explored how the promotional tactics used by the sports 
betting industry may be contributing to a new set of individual and peer group 
identities related to sport and gambling for young men. This included 
understanding the way young men have co-created, developed and attached new 
meanings to sports betting products (and providers), and the socio-cultural 
climate that has facilitated these processes. The young men who participated in 
the research perceived gambling on sport to be a normal activity, not only for 
themselves and their peers, but for the majority of young male sports fans. Whilst 
sports betting participation has increased significantly among some population 
groups [Hare, 2015], recent prevalence data shows that only 3% of all Australians 
reported regular expenditure on sports betting in 2015 [Wilkins, 2017]. This 
demonstrates a highly exaggerated normalisation of sports betting participation 
among young male sports fans, which in turn demonstrates the effectiveness of 
industry promotional tactics. As seen in other areas of public health, normative 
perceptions about certain types of risky behaviours (and products) can have a 
significant influence on an individual’s willingness to uptake those behaviours 
[Bosari & Carey, 2001; Martens et al., 2006; Ahern et al., 2008]. The findings in 
this study clearly show that peer influences played a role in shifting social norms 
to encourage the consumption of sports betting among some young men, and at 
times, created social pressure to gamble. Rimal and Real [2003] emphasise the 
importance of the peer group in construing and circulating social norms, and 
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identify communication and social interaction as the key mediator of this meaning 
transfer. Few men challenged the dominance of gambling discourses within their 
social group. This is explained in part by the conceptual understandings about the 
use of branded commodities and product consumption to signal group belonging 
and social competencies [Dittmar, 1992; Elliot & Wattanasuwan, 1998]. Peer 
factors that influence gambling norms pose significant challenges for policy 
makers. The research in this thesis provides an evidence base for legislators about 
how industry promotional tactics may interact with peer influences to normalise 
gambling in some population groups. Section 6.3 outlines some policy 
considerations that may be effective in reducing the common discourse 
surrounding sport and gambling for young men.  
The research also identified a range of environmental factors that created 
susceptibility and vulnerability to risky levels of sports betting among young men. 
Humans are social beings, and without considering the lived experiences of 
individuals, and the web of contexts in which they make their decisions about 
risky consumption, we cannot holistically understand their health behaviours 
[Rhodes & Cusick, 2000; Glass & McAtee, 2006]. For this reason, the study 
aimed to comprehensively detail the environments and contexts in which young 
men consumed sports betting products. There were two streams of environmental 
factors that appeared to significantly shape the way young men gambled on sport. 
These included land-based factors, that related more to the physical environments 
in which young men gambled, and online environmental factors, which related to 
the globalised nature of betting markets, the mobile technologies supporting 24/7-
hour access, and industry inducements. The study showed that young men were 
not easily dichotomised into online gamblers or land-based gamblers. These 
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findings support the assertions of Wardle and colleagues [2011] who argue that 
drawing blunt distinctions between online and land-based gambling fails to 
understand the complexity in gambling behaviours. The ways in which these 
environmental factors influenced risky consumption patterns of sports betting 
among our sample of young men are outlined below.  
One of the most interesting findings of this phase of the research was the way 
young men gravitated towards more gendered social settings to gamble on sport. 
This is an important finding, particularly when we reflect on the notion that sports 
betting has been carefully crafted as an inherently masculine activity. Based on 
participants’ discussions, we would argue that hotels (pubs) in Australia are 
experiencing, to a degree, a culture shift, with wagering on sport becoming 
embedded within the social rituals traditionally tied to pub culture. This had 
important implications for the way in which social factors, and the co-
consumption of alcohol, intensified the emotional atmosphere to stimulate risky 
gambling among some young men. When alcohol and gambling cultures collided, 
young men were more likely to participate in other harmful forms of gambling 
such as Electronic Gambling Machines and spend more money due to impaired 
judgement and social influences. Despite an increasing concern about the 
accessibility of online gambling opportunities [Australian Gambling Research 
Centre, 2017], these findings indicate that policy attention should also be paid to 
land-based gambling environments; with a consideration of the way social factors 
may intertwine with the immediate environmental setting [Rhodes, 2002] to 
influence young men’s gambling behaviours. The findings raise important 
questions about whether gambling services should be permitted in spaces where 
the main purpose is the provision of alcohol. We understand the complexities 
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involved in enforcing this legislation, and recommend an early focus on 
commercial factors that exacerbate the environmental factors that pose risks to 
excessive gambling in young men.    
Policy makers must also consider online gambling environments and in particular 
how these interact with the promotional strategies of bookmakers. The majority of 
young men in this study perceived that an increased and constant access to betting 
opportunities had increased the risks associated with gambling for themselves and 
other young men. This finding supports early predictions about the consequences 
of increased accessibility to gambling opportunities [Orford, 2005b]. Further, 
when accessibility is coupled with aggressive promotional tactics, this can 
potentially be very problematic. In particular, inducements to gamble appear to be 
the new wave of advertising strategies from bookmakers. Whilst other researchers 
have shown that inducements may stimulate the gambling behaviours of problem 
gamblers [Hing, Vitartas & Lamont, 2014], this research suggests that 
inducements also have a significant influence on the gambling behaviours of 
young male sports gamblers with low and moderate levels of gambling problems. 
For the young men in this study, inducements minimised the perceptions of risk 
associated with sports betting, promoted feelings of control over betting 
outcomes, encouraged individuals to open more than one account with gambling 
providers, and stimulated individuals to gamble on sporting events that they might 
not otherwise gamble on. As proposed in section 6.3, clearer regulations around 
these specific types of promotions are likely to create enabling environments for 
young men to make safer gambling choices.  
Finally, a range of marketing mechanisms served to further intensify the 
relationship between sport and gambling. Young men spoke about the constant 
 156
saturation marketing during live and broadcast sport, particularly during sporting 
programmes. The endorsement of betting by sporting codes and broadcasters has 
had a significant influence in betting becoming a meaningful part of the lives of 
young male sports fans. The images and narratives created about sports betting by 
sporting codes and sporting commentary panels (which are often comprised of 
sporting legends) have a role in regulating the social norms associated with this 
type of gambling activity. McCracken [1989] discusses that celebrity 
endorsement can deliver meanings of extra depth, subtlety and power. When 
expanding McCracken’s [1989] definitions of ‘celebrity’ to sporting codes, we 
can conceptualise the impact of these endorsements in providing a powerful and 
positive meaning association between sport and gambling.  
 
6.3 Policy Implications  
 
6.3.1 RQ3: What are the lessons for public health in preventing and reducing the 
risks posed by sports betting marketing for young men?  
 
The saturation of marketing messages coupled with the heightened accessibility to 
numerous (and competitive) betting options, served to desensitise individuals to 
gambling and normalised sports betting within participants’ ‘everyday’. The 
significance of this can be understood when exploring the normalisation (and 
subsequent denormalisation) of tobacco smoking in Australia. Chapman and 
Freeman [2008, p. 26] argue that smoking was ‘imbued with a wide range of 
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significations, forged in public consciousness through advertising and other 
popular cultural representations and their subsequent reproduction in everyday 
discourse’. Smoking in Australia once signified desirability, however, attitudes 
towards smoking these days are predominately negative, and at times vile and 
stigmatised [Chapman & Freeman, 2008]. One of the key factors in 
denormalising smoking was the prohibition of industry marketing which limited 
the presence of the tobacco industry in community spaces [Chapman & Freeman, 
2008]. Whilst there have been some positive developments regarding the 
placement and extent of sports betting advertisements [Doran, 2017], these 
regulatory measures are not comprehensive enough to respond to the suite of 
promotional tactics used by the sports betting industry and how these affect male 
sports fans in Australia.  
First, there is a need for policy makers to begin to consider the range of strategies 
that may be effective in denormalising sports betting for young male sports fans. 
As suggested by the findings in this thesis, the main priority appears to be the 
removal of gambling discourse from the ‘everyday’. This should encompass 
firmer regulations regarding the content of sports betting advertisements and 
stricter repercussions for advertisements that do not comply with the ACMA 
Code of Practice [2016]. Sporting codes, including the NRL and AFL should also 
begin to rethink the commercial agreements they have with bookmakers, and the 
influence these sponsorship deals are having on the positive reinforcement of 
normal gambling practices within sport. One practical measure that could be 
taken is the removal of ‘odds talk’ from the commentary panels in sports 
programming.  
 158
Second, there are currently limited effective preventive measures to counter the 
over-represented and positive messages of the sports betting industry. Public 
education initiatives could be a helpful way to balance these representations by 
providing individuals with the information they need to make informed gambling 
choices. These types of initiatives have been a success in other areas of public 
health [Wechsler et al., 2003; Wakefield et al., 2010]. Recent research conducted 
with a sample of 500 Victorians on their attitudes towards gambling harm and 
harm reduction strategies shows a general community perception that more 
should be done to regulate the gambling industry [Thomas et al., 2017]. The 
majority of participants agreed that providing more public education about the 
negative consequences of gambling could be one measure to achieve this goal 
[Thomas et al., 2017]. Public education programs must also work to remove the 
stigma from seeking help for problems with sports betting (and gambling more 
broadly) and expose the marketing tactics used by the gambling industry to appeal 
to audience segments.  
Finally, inducements to gamble had a significant impact upon the sports betting 
attitudes and behaviours of young male adult sports fans. These specific types of 
promotions caused the most harm for individuals in this study. Recent attempts to 
move towards a collaborative effort to prevent online bookmakers from offering 
free bets to entice individuals to gamble have been encouraging [Minear & 
Campbell, 2017]. However, there is a need for a greater commitment from state 
and federal governments to ‘crack down’ on the range of inducements offered by 
the industry. Governments should consider a complete ban on inducements to 
gamble, or at the very minimum a significant reduction in the amount and type of 
inducements currently offered by bookmakers. The terms and conditions 
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associated with inducements should be short and easy for the consumer to 
understand, and any advertising appeal that promotes a perception of reduced risk 
associated with a particular inducement should be prohibited.  
 
6.4 Research Translation: Impact on policy and practice 
 
The research in this thesis provides an evidence base for politicians and other 
decision-makers to respond to the proliferation of sports betting advertisements 
and the promotional tactics of the sports betting industry in Australia. The study’s 
findings have been disseminated to the broader community through a number of 
media, including via newspaper articles, conference presentations (as outlined in 
the executive summary), and through online blogs. These have been listed below.  
 
1. ‘Sports betting giant turn to sexual imagery and mateship to normalise 
gambling’ – The Age (newspaper article) 
2. ‘Lifting the lid on sports betting tactics’ – The Sun Herald (newspaper 
article) 
3.  ‘The role of peer influences on the normalisation of sports wagering’ – 
featured in Edition #6 of VRGF Inside Gambling (online article) 
4. ‘The influence of physical and online environments on the gambling risk 
behaviours of young men’ – featured in Edition #6 of VRGF Inside 
Gambling (online article) 
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The study’s findings have also been used as an advocacy tool to inform policy 
and to educate at risk populations about the promotional tactics of the sports 
betting industry. These have been listed below.  
 
1. ‘Ending the barrage of sports betting ads. Getting gambling promotion out 
of sport. Protecting people. Protecting sport’ – Greens Press Release  
2. The development of gambling harm minimisation education which has 
been delivered in professional sporting clubs.  
 
6.5 Implications for future research  
 
Future research should focus on how best to implement public education 
initiatives about the consequences of gambling harm. Initially, these health 
promoting initiatives should be tailored to appeal to young male adult sports fans. 
This would require a review of effective methods and tools to reach and engage 
this population, which should also include qualitative inquiry. Experience from 
tobacco and alcohol shows that such education initiatives should be run with 
complete independence from any involvement of, or influence from, the gambling 
industry. Researchers must also begin to identify any structural barriers for 
Australian sporting codes in moving away from sponsorship agreements with 
gambling providers. This could include case study research about sporting clubs 
who do not accept gambling sponsorship, which may encourage other clubs to 
consider similar practices. Finally, research should also explore how the specific 
marketing strategies may influence the gambling behaviours of other population 
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segments (for example female adult sports fans), who may not be the direct target 
of advertising, but may be exposed to this advertising.  
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Chapter Seven: Conclusion   
 
The findings from this thesis demonstrate how the promotional tactics of the 
sports betting industry impact upon the gambling attitudes and behaviours of 
young adult male sports fans. A range of marketing mechanisms have been 
identified which appear to be significantly influencing the way gambling has 
become part of the normal practices associated with sport for young men and their 
peers. Specific marketing strategies also play a role in promoting a perception of 
reduced risk, and encouraged young men to gamble on events that they might not 
otherwise gamble on. Effective public health practices and policy must consider 
how these marketing mechanisms interact with the immediate social and 
environmental setting to create a culture of gambling consumption among young 
men. 
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Appendix B: Final Interview Schedule  
 
Interview Schedule Version 2.5  
 
DEMOGRAPHICS 
 
1. Age 
2. Occupation  
3. Highest Level of Education  
4. Postcode 
5. What types of gambling would you participate in at least once a year?  
 
 
Type How often? $ How much 
would you 
spend? 
Who with? 
(Friends, team 
mates, family, 
alone)  
Where? (Club, 
Pub, TAB, home, 
mates houses 
etc.)  
Why do you gamble 
on …..?   
Pokies      
Keno      
Lotteries      
Horse racing      
Greyhound racing      
Casino (Roulette/ 
Black Jack) 
     
Poker night      
Sports Betting       
 
 
7. How many accounts do you have with sports betting companies?  Which are 
these? What made you sign up with these companies in particular? Do you have 
their apps on your phone? 
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SCREENING TOOL  
 
Thinking about the past 12 months, how often have you bet more than you could 
really afford to lose?  
 
0. Never 
1. Sometimes 
2. Often 
3. Always 
 
Thinking about the past 12 months, how often have you needed to gamble with 
larger amounts of money to get the same feeling of excitement?  
 
0. Never 
1. Sometimes 
2. Often 
3. Always 
 
Thinking about the past 12 months, when you gambled, how often have you gone 
back another day to try to win back the money you lost?  
 
0. Never 
1. Sometimes 
2. Often 
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3. Always 
 
Thinking about the past 12 months, how often have you borrowed money or sold 
anything to get money to gamble?  
 
0. Never 
1. Sometimes 
2. Often 
3. Always 
 
Thinking about the past 12 months, how often have you felt that you might have a 
problem with gambling?  
 
0. Never 
1. Sometimes 
2. Often 
3. Always 
 
Thinking about the past 12 months, how often have people criticized your betting 
or told you that you had a gambling problem, regardless of whether or not you 
thought it was true?  
 
0. Never 
1. Sometimes 
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2. Often 
3. Always 
 
Thinking about the past 12 months, how often have you felt guilty about the way 
you gamble, or what happens when you gamble? 
 
0. Never 
1. Sometimes 
2. Often 
3. Always 
 
Thinking about the past 12 months, how often has your gambling caused you any 
health problems, including stress or anxiety?  
 
0. Never 
1. Sometimes 
2. Often 
3. Always 
 
Thinking about the past 12 months, how often has your gambling caused any 
financial problems for you or your household?  
 
0. Never 
1. Sometimes 
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2. Often 
3. Always 
 
9. Do you ever employ any strategies to try and limit the amount you spend on 
gambling each month?  
 
 
10. Do you ever find that the inducements and incentives that the gambling 
industry provides encourage you to go over your limits? 
 
 
11. Are there any social situations or environments that encourage you to exceed 
your limits or to spend more than you usually do? 
 
SPORTS PARTICIPATION AND SPORTS BETTING  
 
1. How would you describe a sports ‘fan’? 
 
2. Do you think gambling has become part of being a sports fan? Why/why not? 
 
3.   Sports betting is quite a new phenomenon in Australia. What do you think 
about the way in which gambling has been associated with sport in Australia? 
 
4.  Which of the following sports would you consider yourself a ‘fan’ of: 
         
⧠ AFL 
⧠ NRL 
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⧠ Soccer 
⧠ Cricket 
⧠ Basketball 
⧠ Rugby Union 
⧠ Other 
 
And which of these sports do you gamble on at least once a month? 
 
5. What do you enjoy most about sport?  
 
6. And what role does gambling play when you watch sport? Does betting on 
sport increase your enjoyment or engagement with sport, do you think?  
 
7. Can you tell me how you decide to place your bets on different sports and 
teams?  
 
8. Thinking about your friendship group, how many ‘close’ or ‘best’ friends 
would you say you have?  
 ⧠ 0-2,  ⧠ 3-5,  ⧠ 6-10,  ⧠ 11 or more 
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9. And how many of those friends are sports fans? 
 
10. And how many of these friends do you think would gamble on sport?  
 
11. What role does sports betting play within your peer group? Why do you 
gamble on sport together?  
 
12. Is it expected in your peer group to have a bet when you watch sport together?  
 
13. Do you hear about your friend’s wins and losses, or are you more likely to 
hear about their wins? 
 
Do they discuss with you how much they have invested overall and 
whether they are up or down overall? 
 
14. Do you think there are any other benefits for you or your mates of betting on 
sport?  
 
15. Do you think sports betting is a normal thing for your peer group and for other 
young men who are into sport? Why or why not? 
 
16. Amongst your friends, are some forms of gambling more popular than others? 
Why?   
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17. What about the risks, do you think sports betting is more or less risky than 
other forms of gambling?   
 
18. Do you have any experiences with the harms associated with sports betting? 
 
19. Why do you think some people develop a problem with gambling? Do you 
think that you are at risk of developing a problem? Why or why not?  
 
EARLY EXPERIENCES WITH GAMBLING & CHANGING 
BEHAVIOURS  
 
1. Can you tell me about the role that gambling played in your family when you 
were growing up? 
 
 
2. Did you ever gamble before the age of 18? What on? How did you gamble (e.g. 
parent placed bets)? Did you ever gamble at school with your friends? 
 
 
3. How did you’re gambling change as you got older? Was there any specific type 
of gambling that you were more attracted to?  
 
 
4. How did you get involved in Sports betting? 
 
 
5. Do you think gambling is part of our culture in the Illawarra/Australia? 
Why/why not? 
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6. What role do you think the Clubs play in creating that culture?  
 
 
THE CHANGING GAMBLING ENVIRONMENT  
 
 
1. Do you think gambling in Australia has changed over the last five years? How? 
What do you think has changed the most? Do you think that this means that there 
are more risks or benefits associated with gambling now?   
 
 
2. Do you think gambling is becoming more normalized? Why or why not? What 
do you think has caused that? 
 
 
3. How do you think sports betting is perceived in society compared to other 
gambling products?  
 
 
4. Are some forms of gambling more socially acceptable than others in your peer 
group? Why? 
 
 
5. Do you think having an app on your phone means that you gamble more than if 
you had to go to a venue to gamble?  
 
 
6. Is gambling secondary to the main reason you go to a venue or do you go to the 
venue specifically to gamble? Will you gamble on more than one thing in a 
venue?  
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7. We talked about mobile app accessibility and TAB and pub venues; do you 
think one is more influential over the other when it comes to stimulating young 
men to gamble?  
 
GAMBLING AND MARKETING 
 
1. First up, can you name all of the sports betting companies that you can think 
of? 
 
 
2. Can you name all of the places where you have seen marketing for sports 
betting in the last week? 
 
 
3. Do you think there is too much advertising for sports betting? Why? What 
impact do you think this has on young men’s gambling behaviours? 
 
 
4. What are some of the things that gambling companies do, do you think, that are 
particularly effective in getting young men to bet?  
 
 
5. Do you think that the marketing and the accessibility of the product means that 
this form of gambling is particularly risky for some people? Why/why not? 
 
 
6. When you think about ads for sports betting, what is it, do you think, that they 
are trying to promote?  
 
 
7. Some commercials use celebrities or valued sports profiles to endorse their 
products. Do you think this has an impact on how people perceive sports betting? 
Why or why not? 
 212
 
 
8. Do you think the marketing makes young men believe that as sports fans they 
would have a competitive edge over non- sports fans? Can you describe how they 
do that? 
 
9. Do you think the marketing has influenced the way in which sports betting has 
become a part of young men’s behaviours and activities while watching sports – 
for example, when you go to sports, have a drink, eat a pie, place a bet. 
 
 
REGULATION 
 
1. We know that problems with sports betting among young men are on the rise. 
Why do you think this is the case? 
 
2. Some suggest that one of the main ways of preventing harm is to reduce the 
amount of marketing for sports betting.  Would you support this and why/why 
not? Is there any specific type of marketing that you think needs to be regulated? 
 
3. What about the content of the marketing? Is there anything you would do to 
change that? 
 
4. Do you have any other regulatory suggestions regarding sports betting?  
 
 
 
 
 

